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Small investment, quick turnover, high profit Einictiame Cg Ce yAR.) 


A great little profit maker. Just set it on the counter and watch 
it SELL... ALL BY ITSELF. Magic-pak is a new counter 
display by Deft, known from coast to coast as America’s #1 
interior wood finish. It is pre-sold month after month and 
year after year in America’s leading magazines... . Saturday 
Evening Post, American Weekly, Parade, This Week, Family 
Weekly, The American Home, House Beautiful, Better 
Homes and Gardens, Popular Mechanics, Popular Science, 
and other general and special magazines. Deft is a great 
favorite with do-it-yourself homeowners, school industrial 
art classes, professional painters and maintenance men. 


Completely trouble-free. Deft wins friends and builds repeat 
business. Put Deft Magic-pak to work for you NOW. 


The Deft Magic-pak is a beautiful rich brown and yellow display 
that holds 2 gallons, 6 quarts, 6 pints, 6 half-pints and 6 aerosol 
Spray cans. Complete with Deft folders and easel display of Deft- 
finished Walnut, Birch and Mahogany panels. 


Order Deft Magic-pak from your distributor, TODAY ! 


DESMOND BROS. P.0. Box 2216, Torrance, California 


Factories: Alliance, Ohio; Torrance, California 
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NEWEST DeWALT FOR BUILDERS! 


Portable...Powerful 
Value-Packed 


Model 1030K 





* MODERN WEDGE-LINE STYLING * EYE-EASE GREEN COLOR * EXCLUSIVE TOTALLY-ENCLOSED 
3 H. P. MOTOR * 10” SAW CUTS 3” DEEP, RIPS 25” WIDE * EXCLUSIVE WELDED HANDLES 
* BUILT-IN MOTOR BRAKE STOPS SAW INSTANTLY ™* BIG WORK TABLE * MANY OTHER BENEFITS 


This is the greatest value since DeWalt invented radial 
saws in 1922. This 1030K model gives you 50% more 
power than any other 10” radial saw. It runs on 115 or 
230 volts...is easily moved from job to job. Own this 
VALUE-PACKED DEWALT. With it, 
you will build houses faster, easier, bet- 


ter and at lower costs than ever before! 


* n a - 
GREASE-SHIELDED BEARINGS CUT-OFF SCALE ON FENCE 
roll quietly and smoothly makes “‘repeat”’ cuts fast, easy 


DeWALT, Inc., Dept. BM-361, Lancaster, Pa. 
A Black & Decker sv0sioiary 
Please send me free 20-page De WALT CATALOG 


Name. 
Address. 


SAFETY “KEY SWITCH ; DROP-LEAF SAFETY TABLE 
protects you and your workers for panel work (extra) 


ie calm att 
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EVERYTHING HINGES ON HAGER...U.5S.A.! 


Hager Nation-Wide Warehouse Network 
SUPPLIES FAST SERVICE TO 918 CITIES OVERNIGHT! 


LOS ANGELES 
818 Santa Fe Avenue 
MAdison 9-2653 


ct sca 
oO ngs gil i 


Just tell us what. os where ...and how you want it! 

ase If you’re on the spot for fine hinges 
and other builders’ hardware, tell your 
jobber to phone or wire HAGER! He can 
pick up or obtain delivery direct from 
the Hager warehouse nearest him... 
often overnight! 


Eight Modern Warehouses— 
coast-to-coast—each fully stocked 
with the complete Hager line 


Each warehouse is strategically 
located near rail and motor 
terminals and airports 


Think Hager first TO GET IT THERE, FIRST! If the situation requires, drop 
shipments to fill an unusually hot 
order can also be made from 
other Hager warehouses 


Most emergencies—to cities of 
25,000 population or more—can 
be met with overnight delivery 


EVERYTHING HINGES ON C. HAGER & SONS HINGE MANUFACTURING COMPANY, ST. LOUIS 4, MO 
a IN CANADA + HAGER HINGE CANADA LIMITED, KITCHENER, ONTARIO 
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Jack of All Trades; Master of Many—page 7 
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Mar. 21-22—West Coast, Oregon, Multnomah Hotel 
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Apr. 5-7—Southern Pine Assn., Roosevelt Hotel, New 
Apr. 9-11—Montana Ret. Lbrmn’s Assn., Civic Center, = 
Great Falls _ . sieaiiaiheai tric = 
-11— i ’s $s : as, Se ouston Coli- caamanes . , 
ee ee DSC” means Dealer Sales Control, a phrase coined by this 
Apr. 10-14—Southern Calif. Ret. Lbr. Assn., Los An- magazine to focus attention on the most profitable business 
eles g ¢ ‘ . ; 
har. 13-15—Arizona Ret. Lbr. & Bidrs. Supply Assn., methods used today by dealers and wholesalers. It is one of 
Stardust Hotel, Yuma (No exhibits) the permanent management principles which guide the edi- 
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BRINGS IMPORTANT 


WITH EXCITING BENEFITS FOR 
SELLER AND BUYER ALIKE 
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FLOW OF NEW PRODUCTS through continuing 
research, and the sales stimulation of added com- 
ponents bring new Importance to all American 
Made Hardboard products for dealers and their 
customers alike. Check the important PLUS 
VALUES only American-Made Hardboards deliver. 


Abitibi Corporation, Detroit, Mich. Georgia-Pacific Corporation, Portland, Ore. 


Bowater Board Company, Catawba, S. C. Masonite Corporation, Chicago, III. 
Edward Hines Lumber Company, Chicago, III. Nu-Ply Corporation, Bimidji, Minn. 


Evans Products Company, Corvallis, Ore. Superwood Corporation, Duluth, Minn. 


Forest Fiber Products Company, Forest Grove, Ore. United States Gypsum Company, Chicago, III. 


Weyerhaeuser Company, Tacoma, Wash. 


¢ More than 50 formulated products 

¢ Sustained High Quality every shipment 

e Continuity of Supply-balanced stock 

¢ Technical and Sales Assistance nearby 

¢ Customer Satisfaction backed by maker i AMERICAN MADE 
plus-value 


FREE | 8 BHARDBOARD 


8-Unit Sales 
Help Kit 
“Plus Values 


Profit AMERICAN HARDBOARD ASSOCIATION 
205 West Wacker Chicago, Illinois 
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THE EDITORS’ VIEWPOINT 


Jack of All Trades; Master of Many 


DURING THE INTERVIEW by the editor of this magazine with 
executives of the National Lumber Manufacturers Assn. (see page 60) 
the mill people criticized lumber dealers for alleged poor salesmanship 
at retail level. 

This is common sport when manufacturers talk to dealer representa- 
tives such as editors. It happens in every industry. We wouldn’t mention 
it here except for the fact that later in the interview the lumber manu- 
facturers changed their minds. 

As the NLMA officials wrestled with the subject of lumber distribu- 
tion they closed the interview with an apology for their own merchan- 
dising shortcomings on behalf of dealers! 

Arthur Temple, president of Temple Industries in Texas and NLMA 
first vice president, said this about the building materials dealer: 

“He must be a very good accountant. He must be smarter than his 
contractor customers. He must be a land developer. He must be a 
community leader. He must be a finance expert. He must be a creative 
salesman and an advertising expert. He must know how to buy and how 
to efficiently handle all types of materials. He must be a credit and col- 
lection expert. And the average dealer and manager must do all of this 
with a small crew and relatively low profits and pay. 

“There’s not a single lumber mill executive who is expected to be 
superior in so many areas as we expect from the retail lumber dealer 
and yard manager.” 

Arthur Temple knows whereof he speaks. He was a yard manager 
himself and his corporation Operates a chain of retail yards in addition 
to lumber mills and other enterprises. 

A dealer must be a jack of all trades and a master of many. Every 
manufacturing executive and sales manager should paste Mr. Temple’s 
quotation in his hat or under the glass atop his desk. It should remind 
him that retailing is the most complex and onerous job in this country 
and, as a matter of fact, thousands of building materials dealers ARE 
masters of many trades. 

The manufacturer who helps his dealers sell will win the dealers’ 
loyalty and gain more sales than the one one who scoffs and complains 
about the dealers’ lack of attention to his product. 


* * * 


Not IF, or When -- But How 


EVERYONE IN LIGHT CONSTRUCTION can be sure that as each 
year rolls around, more homes than ever will be built with prefabricated 
component parts. 

Prebuilding today is growing by evolution, not revolution, which is 
the reason that we can predict its continued acceptance by dealers and 
builders. For many years the advocates of industrialized housing were 
trying to turn a large, complex craft industry upside down overnight. 
Such tactics couldn’t (and didn’t) work. 

Today, we witness a variety of evolutionary systems. Two new develop- 
ments are reported in this issue. The Wald-Way system (page 32) is 
designed for prefabrication by the small rural lumber yard. The Arbor 
Homes system (page 44) involves what is perhaps the most automated 
factory in the country for volume “shell home” production. 

Also in this issue is the first announcement about a pending prefab 
system to be sponsored by the National Lumber Manufacturers Assn., 
a move which should have many benefits for both retail and wholesale 
lumber and building materials firms, as well as for lumber mills. 

This magazine has consistently led the industry in reporting and 
analyzing the evolutionary trend to prebuilt components. We are proud 
to once again focus attention, in this issue, on new and important de- 
velopments in this field. 

We urge every dealer and wholesaler who wants to stay in the new 
home market to seriously study the reports on prefabing in this issue 
and others which will follow in issues to come. 

It’s no fun (and often not profitable) to be ahead of a trend. But 
it's downright foolhardly to ignore a trend such as component pre- 
fabrication. 


THE EDITORS 
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Paneling illustrated is Bruce-PlyWelsh Moss Pine, one of 30 species or grades available 


PlyWelsh exclusive! The warm, natural beauty of wood 
enhanced by the patented Bruce finish 


Infra-red baking and pressure impregnation give Bruce-Ply Welsh Paneling a finish that resists scratches 
and attracts customers. Professional installers and weekend carpenters both appreciate this extra-durable 
finish, a Ply Welsh exclusive, because it practically eliminates the danger of damage during installation. 
Write for complete information or contact your Bruce-Ply Welsh distributor. 


Bruce-P lyWelsh G@, prerinisHep 


HARDWOOD PANELING 


Welsh Plywood Corporation, Subsidiary of E. L. Bruce Co., 1762 Thomas St., Memphis 1, Tenn Circle No. 5 on Handy Cover Card 
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ONE BILLION DOLLARS WILL BE ADDED TO HOUSING CREDIT from these moves taken 
by the Federal Home Loan Bank Board: 


‘ Federally-chartered savings and loan associations can now 
borrow up to 15% of deposits instead of 123% from the eleven 
Home Loan banks for mortgage expansion. This could mean up to 
$175 million more for housing credit. 








* Bond-financed five-year loans are available to the savings 
groups from the Home Loan Bank. In 1958, a similar loan plan 
totaled $290 million. 





* The savings association can now use 5% instead of 3% of their 
funds for land purchase and land development loans. This could 
amount to $680 million. 








In addition, the federal savings and loan associations can now 
make 90% loans on houses up to $20,000. 





The Home Loan Bank programs above come on the heels of 
FHA maximum interest rate reduction from 5%¢ to 53¢. 





The interest rate drop brought immediate jumps in discounts by 
two points in most areas, except in New England and in Middle 
Atlantic states. But a general one-quarter percent decline is 
expected by Summer. 








Other housing stimulants from Washington include more favorable 
terms to primary lenders who sell their mortgages to the Federal 
National Mortgage Association and an added $50 million to “the — 
unused $200 million authorization for farm housing loans for the 
fiscal year which ends June 30th. 














In addition, 297 cities have been asked to speed up urban renewal 
projects in preparation. Some slated to begin next September 
have been stepped up to start next month. 





HHFA estimates that the above actions and others still pending 
will involve about $3.5 billion in public spending. Eventually, 
private enterprise will spend about $6 for each public dollar, 
if the stimulants work. 





HOME MODERNIZATION AND MORTGAGE REFINANCING accounted for nearly a fourth 
of all loans made in 1960 by the federally-insured savings and 
loan associations. 


There was a 5% increase in volume for such loans, contrasted 
with a 5% decrease in total loans including home construction 
and home purchase. 








Loans for modernization and similar purposes in December were 
one-third above a year earlier, with total loans only slightly 
higher. 

Turn page for continuation 
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Home modernization sales are saving the day for many lumber and 
building materials dealers. The trend is to set up Separate 
home improvement departments or divisions — selling materials 


plus labor. 








The keen dealer interest in selling remodeling was shown in 
Detroit last month. Some 22 lumber retailers attended a two- 
day seminar on the subject sponsored by the Home Improvement 
Council. AS a result of the Detroit clinic, the Michigan dealer 
association is planning a similar seminar. 


Lumber dealers also flocked to the Gregg & Son kitchen school 
last month in Nashau, N.H. The five-day clinic drew 118 dealer 


students from New England. 





The fifth annual training school for kitchen specialists, now 
underway in Chicago, also has a heavy enrollment from the build- 
ing materials dealer industry. 


The National Retail Lumber Dealers Assn. may be next to sponsor 
home improvement sales and management clinics. NRLDA's educa- 
tional director has been listening to a proposal for a traveling 
one-week training school made by a leading New Jersey dealer 
whose remodeling business is well over $1 million annually 

and growing fast. 











The 106 dealer students who attended the first Building Indus- 
tries Marketing Institute at Purdue University last month, under 
the direction of Art Hood, also expressed industry-wide interest 
in packaged home modernization sales. Complete report on the 
Purdue management and sales Institute is on page 27 this issue. 














(For the best 30-minute study of home improvement success and 
failure by dealers, see your February 13th issue of Building 
Materials Merchandiser. Also watch future issues — outstand- 
ing examples of dealer home improvement departments will be 
published regularly. ) 





PROPOSED TRADE PRACTICE RULES FOR RESIDENTIAL ALUMINUM SIDING will get a 
public hearing by the Federal Trade Commission on March 22nd. 
Proposals include FTC's usual trade practice rules prohibitions 
against deceptive practices, bait aids and defamation of 


competitors. 


But the proposals also specify a ban on claims that aluminum 
Siding requires no repairing for life of structure, and will 
prevent advertising which says that aluminum siding colors will 
remain unchanged and that aluminum "is the greatest insulator 
against heat known to mankind." 








USE OF %" INSTEAD OF 4" DRYWALL in some areas is worrying gypsum board 
producers. It represents a drop in standards that could damage 


the drywall industry. 


Gypsum board people are also still concerned about nail popping 
complaints. Their answer: laminated drywall eliminates the 


problem. 








THERE WERE 2,607 FAILURES AMONG CONSTRUCTION FIRMS IN 1960, compared 
to 2,064 the year before, according to Dun & Bradstreet. 
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Brown's Siypercedar lined closets 





that closes more home sales 


...yet costs you less! 


Yes, as a reputable builder recently proved*, 
closets lined with Brown’s SUPERCEDAR 
cost you less to build than ordinary plaster 
closets, AND they add to the appraised value 
of your homes. 

Extra-conscious homebuyers will close 
faster when they see closets lined with 
Brown’s SUPERCEDAR. Be sure to include 
them in all your plans now. Available in 
5 face widths in 4 and 8 foot bundles. Tongue 
and grooved and end matched. Shipped fac- 
tory-fresh to your job site. Write today for 
complete information. 


*His comparative cost report sent you on request. 


ee ee ce ee ee ee ee ee es ee oe oe oe oe 
George C. Brown & Company, Inc. 
Greensboro, North Carolina 
Gentlemen: 


“Welen’:->. | Please send me your folder on Brown's SUPERCEDAR 


NAME 





ADDRESS 








CLOSET LINING CITY STATE 
GREENSBORO Ni. <. ‘Finer Products From Cedar Since 1886’ 
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5 fields 
of Service to 
American Industry 


For more than 100 years ATKINS has set the standards of quality and 

performance in fine saws for wood-cutting and metal-cutting trades. 

And as American industry has grown, both in size and in 

diversity of products, better and still better Silver Steel and Silver Streak 

saws, developed by ATKINS/ Borg-Warner, have helped speed production and 

reduce manufacturing costs on everything from household furniture to guided missiles. 


Today, the demand for ATKINS Saws is greater than at any time in the Company’s 
history. ATKINS has literally streaked ahead . . . not only in manufacturing capacity, not 
only in research and engineering . . . but also in warehouse and distribution facilities 


which now span the continent in a great network of ATKINS service and supply centers. 


In the 5 fields so important to its distributors, dealers, and customers ATKINS/ 
Borg-Warner has built for today and tomorrow . . . to insure that ATKINS 
Saws and ATKINS Service will always be “‘A Cut Above the Rest.” 


ATKINS SAW DIVISION, 
BORG-WARNER CORPORATION 


GREENVILLE, MISSISSIPPI 


Warehouses: 

Chicago, Ill. Philadelphia, Penn. 
Greensboro, N. C. Portland, Ore. 

Los Angeles, Calif. San Francisco, Calif. 








Expanded Research — Arkins, Borg-Warner 

J __ research is continually exploring new frontiers in metal- 

lurgy; developing new alloys, seeking new manufacturing 

and testing procedures to make sure the ATKINS saw you buy is the 
very finest that can be made for your needs. 


Creative Engineering — ATKINS engineers add 

2 | the depth of specialized knowledge to your own engineering 

staff. ATKINS engineers will work with you to solve special 

cutting problems . . . will custom design your saws or assist in 
working out set-ups and procedures, if needed. 


New Manufacturing Facilities— ATKINs’ 

$ _ brand new plant in Greenville, Mississippi; * enlarged serv- 

: ice and repair facilities in Portland, Oregon and Los Angeles, 

California; a brand new warehouse and repair center in Greens- 

boro, North Carolina . . . give ATKINS tremendous added capacity 

to meet present and future volume requirements. Modern pro- 

duction equipment and experienced craftsmen (seasoned in the 

ATKINS quality tradition) assure the highest level of manufactur- 
ing efficiency and quality control. 


High Capacity Warehouses — ATKINS 

A. warehouses are strategically located across the country and 

have been enlarged substantially to accommodate complete 

inventories of all ATKINS stock items. Warehouses and plants are 

linked by ATKINS TWX communications network. ATKINS distrib- 

utors and dealers are assured prompt deliveries and a close-at-hand 
source for all service and supply needs. 


Prompt Service — Every ATkins/ Borg-Warner 

5 . supply and repair center has grown to new proportions to 

make sure that your saw problems get prompt and expert 

attention. Whether it’s a plant re-tooling project or a single saw 

repair job ATKINS personnel and facilities are at your command to 
provide products and service ‘““A Cut Above the Rest!” 


FMADAAAADD A AAA A025 











WE TOOK OUR DEALERS’? WORD FOR IT 


Now! 
a new, bigger 





for installing Arm strong ceilings 


* 


‘ceiling tile Raife (with blades) + chalk and chalhline 


AF 
F 
S 
: 


& steel tape + Weekend Wonder Apron + instruction book 
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Weekend Wonder 
promotion 


EALERS told us last year’s Weekend Wonder pro- 

motion was one of the most successful they’ve ever 

used to sell not only ceilings but other building materia!s 

as well. Now we’re bringing Weekend Wonder back 

again, bigger and better than ever, featuring a free ccil- 

ing installation kit to help your customers do a profes- 
sional job. 

The new Weekend Wonder promotion is designed to 
boost your ceiling sales . . . and to help you hold prices 
firm against price-cutting competition. Here’s how it 
works: 

Armstrong will furnish you, at less than cost, complete 
ceiling installation kits. You use them to promote your 
ceilings business by giving one free to each customer who 
buys an Armstrong ceiling. 


These kits contain almost everything needed for ceil- 
ing installation: apron, tile knife, steel tape measure, 
chalk, chalk line, and an illustrated, easy-to-follow in- 
struction booklet. 

Armstrong is backing up these Weekend Wonder Kits 
with intensive national TV promotion. Twenty million 
viewers of Armstrong Circle Theatre will see and hear 
about the free installation kit at their local lumber yards. 
As on February 15, Armstrong Circle Theatre ceilings 
commercials on March 1, 15, and 29 will feature the 
Weekend Wonder Kit. 

Your Armstrong Wholesaler will supply you with ban- 
ners, indoor displays, literature, and mats. Ask him 
how you can use the Weekend Wonder promotion to 
corner the ceiling market in your area. 


(Armstrong CEILINGS 
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Headlines aft Presstime 


Action Soon on Minimum Wage Increase 


WASHINGTON—Democratic leaders 
in the Congress are pushing for ac- 
tion in the House by Easter on Presi- 
dent Kennedy’s proposal to increase 
the minimum wage to $1.25 in three 
annual steps. 

The proposal is a modification of 
the bill which Mr. Kennedy pushed 
through the Senate last year and which 
floundered after the House passed a 
weaker version. 

Rep. Adam Clayton Powell (D- 
N.Y.), chairman of the Education and 
Labor Committee, will guide the 
measure this year. 

It’s estimated that the program 
would add 4.3 million more workers 
(mostly in service and retail trades) to 
the 24 million already covered by the 


minimum wage law. 

Increases for those already covered 
would be 15 cents more an hour this 
year; 5 cents more next year and an- 
other 10 cents an hour more in 1963. 

For workers newly covered, the 
bill specifies $1 minimum wage this 
year with annual increases beginning 
in 1962 to $1.05, $1.15 and $1.25. 
Overtime pay requirements for newly- 
covered workers would be scaled sim- 
ilarly with no maximum hours the 
first year, 44 hours the second, 42 the 
third and 40 thereafter. 

The proposal would expand cover- 
age of the Act to any enterprise which 
has one or more retail or service es- 
tablishments if annual sales gross is at 
least $1 million. 





Dealers Give Tips for Selling 
Profitable Remodeling Jobs 


CHICAGO—You cant run a_ re- 
modeling department the same way 
you run your lumber business, deal- 
ers were warned at a breakfast panel 
at the 71st annual meeting of the IIli- 
nois Lumber & Material Dealers 
Assn., Inc. last month. 

“The remodeling business is not just 
a business that requires a high mark- 
up,” Ed Mathieu, Mathieu Lumber 
Co., Blue Island, Ill., told dealers. “It 
requires a tremendous profit. It’s a 
costly business and you can’t run it 
well without the right supervisors and 
salesmen. You have to forget the lum- 
ber business when you get in the area 
of pricing remodeling jobs. 

“We deal directly with the ultimate 
consumer and thereby control the sale. 
We are trying to revise our showroom 
with displays to sell the whole project. 
To provide additional customer serv- 
ice, we are installing shopping carts 
this spring and expanding our charge 
account list from 3.500 to a goal of 
5,000.” : 

Mathieu offers two different types 
of package sales: garages, fences and 
ceiling jobs, which are prepriced and 
can be sold by relatively inexperienced 
salesmen; major remodeling jobs that 
require experienced estimating and 
salesmanship. 

“We use good salesmen who are 
well compensated,” adaed Mathieu. 
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KEY PARTICIPANTS in panel at Illinois 
convention were, left to right, Al Walsh, 
director, intra-industry relations, Nation- 
al Retail Lumber Dealers Association, 
moderator; Ralph Hurwitz, general man- 
ager, Barker-Lubin, Springfield, and Ed 
Mathieu, Mathieu Lumber Co., Blue Is- 
land. 


“We have accurate cost records, main- 
tain good supervision and guarantee 
our work all the way.” 

Ralph Hurwitz, general manager, 
Barker-Lubin Co., Springfield, IlIl., 
said his firm figures 40% gross prof- 
it on package sales. This includes ma- 
terials that go into the job at cus- 
tomers’ list price, 10% profit on labor 
and a 10% override on the job. 

Both Mathieu and Horwitz sub all 
their labor, although Mathieu has a 
few carpenters for small jobs. In most 


Two-Day Home Improvement 
Seminars Attract Dealers 

Low-cost two-day seminars high- 
lighting the important aspects of run- 
ning a successful home improvement 
business are now being co-sponsored 
by Life magazine and the Home Im- 
provement Council. 

Although these clinics have been 
promoted and attended by builders 
and home improvement specialists, re- 
tail building materials dealers are 
showing increasing interest in these 
sessions, according to Ed Hall, execu- 
tive director of HIC. He said clinics 
can be arranged through HIC on a 
non-profit basis. 

More than 20 retail building mate- 
rials dealers attended a two-day session 
in Detroit last month and Donald J. 
Moe, secretary-manager of the Michi- 
gan Retail Lumber Dealers Assn. is 
planning a similar seminar open to 
all association members in April. 

Moe feels that medium-size and 
large dealers, in particular, will bene- 
fit. Evidence that dealers are greatly 
interested in developing workable es- 
timating systems is indicated, Moe 
said, in registration for a basic esti- 
mating course conducted earlier this 
month by dealer John Nowels. A 
registration limit of 30 was set, but 
almost 50 had registered before the 
course started. 

One important advantage of the 
two-day seminar is the comparatively 
low cost. At the Detroit session, for 

(continued on page 18) 





cases Barker-Lubin does the labor es- 
timating on the job, although this is 
sometimes subject to negotiation with 
the sub. Their emphasis is on trained 
lumber salesmen, who are also quali- 
fied to estimate remodeling jobs. 

“Our job is to sell tons of building 
materials at a profit,” explained Hur- 
witz. “We still want to sell 2x4’s at a 
profit.” 

Hurwitz said that net profit on re- 
modeling sales are split with the sales- 
man after Barker-Lubin has taken out 
its profit on labor and materials. This 
profit is in addition to the salesman’s 
regular salary. On prepriced package 
sales (fences, garages. etc.), Mathieu's 
salesmen are compensated on the sell- 
ing price. The Barker-Lubin sales are 
coded according to the margin of 
profit. 
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“we've built a 
business selling 


UTILITY GRADE 


west coast lumber” 


says Retail Lumberman Dale Calhoun, 


Oswego Lumber Company 


TT endselling UTILITY GRADE 


WEST COAST LUMBER 


You, too, can help your builder customers to a better profit, 
without sacrificing quality, by selling them Utility grade 
West Coast Lumber dimension and boards.* 


TECHNICAL Grade wise is profit wise in buying and selling West Coast Lumber 
FACTS as well as in application. A framework of Utility grade meets 
| about UTILITY grade the requirements for a majority of uses in home construction 
| Wes Coast tomber. ... Joists, rafters and studding.* 
RL) Contains span tables. Advise your builders of the technical qualities of Utility grade 
=| West Coast Lumber... they’ll appreciate it! 


*When used in accordance with FHA Minimum Property Standards 
for One and Two Living Units, FHA Bulletin No. 300. 


WEST COAST LUMBER 


West Coast Douglas Fir « West Coast Hemlock * Western Red Cedar « White Fir 
West Coast Lumbermen’s Association, 1410 S$. W. Morrison Street, Portland 5, Oregon 


March 13, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman Circle No. 9 on Handy Cover Card 








HOME IMPROVEMENT 


(begins en page 16) 





example, registration, meals and in- 
cidental expenses cost each dealer par- 
ticipant $34. Moe said his association 
might only charge for the meals and 
underwrite other expenses as an as- 
sociation service. 

Speakers on advertising, sales train- 
ing, financing and estimating address 
the two-day seminars. Among the 
Detroit speakers were Herbert Rich- 
heimer, whose outstanding remodel- 
ing operation in Long Island, N. Y.., 
has been widely discussed and written 
about. He discussed estimating, cus- 
tomer prospecting and customer satis- 
faction. Representatives of FHA, local 
banks and saving and loan institutions 
discussed improvement financing. 

Moe Litvin, manager of Mt. Cle- 
mens ( Mich.) Lumber Co., who parti- 
cipated in Life’s modernized model 
home program, told dealers that his 
home remodeling business has _in- 
creased about 65% since his firm 
went into the home improvement 
field as the prime contractor about 
three years ago. The Litvin story was 
told in this magazine July 20, 1959. 

Retail building materials dealers 
registered for the seminar included: 
Clen Clatworthy and Jack Clatworthy, Clat- 
worthy Lumber Co., London, Ont.; Moe Lit- 
vin and Nate Litvin, Mt. Clemens (Mich.) 
Lumber Co.; Richard Poole, Donald R. Hicks 
and John R. Johnson, F. T. Poole Co., Pon- 
tiac, Mich.; Frank E. Dayus, Jr. and Clare 
Handy, Dayus Branch Roofing and Lumber 
Co., Windsor, Ont. 

Also Herb Isler, Mohawk Lumber and 
Supply Co., Detroit; Jim Cline, Clint Siew- 
eke and Ron Haxer, Erb-Restrick Lumber 
Co., Royal Oak, Mich.; Jerry Helfman, 
Atlas Lumber Co., Lincoln Park, Mich.; Jim 
Fridd, Fridd Lumber Co., Adrian, Mich.; 
Edwin S. Geisinger, Hamtramck (Mich.) 
Lumber Co.; Hy Bruss, Bruss Enterprises, 
Inc., Warren, Ohio; A. W. Bennie, George 
Lithgow, Ron Henderson and Keith Hopper, 
Bennie Lumber and Building Materials Ltd., 
Leamington, Ont.; Thomas K. Peacock, Pea- 
cock Lumber Co., Port Huron, Mich.; John 
Nowels, James Murray and Milton Francis, 


Nowels Lumber Co., Rochester, Northville 
and Oxford, Mich 


1961 Southern Pine 
Grading Rules 

The 1961 edition of southern pine 
grading rules is now off the press and 
becomes effective March 1, according 
to Southern Pine Inspection Bureau. 

Probably the most important change 
is the establishment of a stress-rated 
grade of No. 3 dimension, which does 
not require medium grain (four rings 
to the inch). A basis is provided for 
medium grain No. 3 and dense No. 3 
to be specified. As the new No. 3 
grades of southern pine are stress 
rated, they will be eligible for use in 
FHA construction. The FHA has been 
asked to establish allowable spans in 
joists and rafters for the new grades of 
No. 3, No. 3 M.G and No. 3 dense, 
as well as for these grades of kiln- 
dried dimension. 

Single copies of the new rules are 
available free to specifiers, buyers and 
distributors from SPIB, P. O. Box 
1170, New Orleans. 
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PLAN 416-1 OF “‘FREE-TIME” HOMES, part of new promotion sponsored by Potlatch 


Forests Inc. for lumber dealers. 


New Vacation Home Program for Dealers 


LEWISTON, IDAHO—Potlatch For- 
ests, Inc. this month launches a new 
promotion built around “Free Time” 
homes. 

The lumber company engaged the 
Home Building Plan Service of Port- 
land, Ore., to design 21 vacation 


homes utilizing Potlatch “Lock-Deck” 
and other Jumber products. These de- 
signs are shown in a 20-page plan book 


to be distributed through dealers and 
direct to consumers. The booklet sells 
for S50¢. 

From the. booklet, blueprints for 
any “Free Time” home may be or- 
dered from the plan service for $27.50 
to $37.50 per set of two plans. 

The campaign will be implemented 
by Potlatch point-of-sale material for 
retailers and sales literature. 





24 Building Materials Dealers Compete 
For Brand Name Retail Awards 


New York—From the thousands of 
dealers enrolled through members of 
Brand Names Foundation in that or- 
ganization’s “Brand Selling” program, 
443 stores have been chosen to com- 
pete for the 1960 “Brand Name Re- 
tailer-of-the-year” awards in 24 catego- 
ries, including building materials deal- 
ers. 

Competing again this year are four 
Certificate of Distinction winners in 
previous competitions. They are: The 
Robertson Lumber Co., Grand Forks, 
N.D., in 1955, 1956 and 1957; AAA 
Lumber Co., Waco, Tex., in 1958 and 
1959 and Bestway Building Center, 
Kennewick, Wash. and L. H. Landgraf 
Lumber Co., Cape Girardeau, Mo. 
both winners in 1950. 

Others in the building materials deal- 
ers category vying for top honors are: 
Anderson Lumber Co., Ogden, Utah; 
Brain Lumber Co., Springfield, Ohio; 
Capitol City Lumber Co., Hartford, 
Conn.; Carhart Lumber Co., Wayne, 
Neb.; Casper Lumber, Inc., Casper, 
Wyo.; Creed’s in Yorktown, Yorktown 
Heights, N. Y.; Eugene Planing Mill, 
Eugene, Ore.; Field-Birge Co., North 
Platte, Neb.; Harris Lumber Co., Inc., 
Providence, R. I.; Hubinger Lumber 
Co., Inc., Frankenmuth, Mich.; Inde- 
pendent Lumber Co., Grand Junction, 
Colo.; Johnson Builders Supplies, Inc., 
Washington, Ga.; Kimbrell-Ruffer 
Lumber Co., Meridian, Miss.; J. Knox 
Corbett Lumber Co., Tucson, Ariz.; 
Latham Brothers Lumber Co., Mineo- 
la, N. Y.; Linden Lumber Co., Linden, 
N. J.; Progress Lumber Co., Redwood 
City, Calif. Schmitt Lumber Co., Two 
Rivers, Wis.; Schoeneman Bros. Co., 


Sioux Falls, S. D.; and Riley Stuart 

Supply Co., Inc., Mobile, Ala. 
Judges will meet in mid-March and 

will select the winners for this year. 


S&L’s Seek to Expand 
Housing Investment 
WASHINGTON—Federally chartered 
savings and loan associations have 
asked congress to let them invest up 
to 10% of their assests in housing for 
elderly persons and urban renewal 
projects, both now prohibited by law. 
The U. S. Savings & Loan League said 
adoption of its proposal would make 
more funds available for slum clear- 
ance and special housing for the aged. 


LOOK WHO'S ON TELEVISION—Roy D. 
Christensen, general manager of the Car- 
hart Lumber Co., Wayne, Neb., ap- 
peared opposite Dolores Donlon in Kais- 
er Aluminum's Maverick television show 
on February 26th. He won the part dur- 
ing the NRLDA Exposition last November. 
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“Whether you build 
conventional... 
...or with 

COMPONENTS... 


... the dependable material 
to use IS 


SOUTHERN PINE ™ 


SAYS DICK MESTAYER, Vice-President 
R. F. Mestayer Lumber Company 
New Orleans, Louisiana 


*‘More and more of my architect, builder and contractor cus- 
tomers insist upon SOUTHERN PINE. They know that quality 
Southern Pine offers greater strength, more versatility and 
real economy. The same lumber used for conventional con- 
struction is suitable for trusses, with no special grading re- 
Quired."’ 


The Federal Housing & Home Finance Agency says: ‘‘The 
greatest need to assure the efficient use of wood in res- 
idential framing is the establishment of a full-length, all- 
purpose grade with established working stresses for all 
loads to which wood is subjected. . . bending, tension, com- 
pression, shear, etc. This grade should be independent of 
the size and length of the member and should include 1"’ 
boards for use in trusses and other light framing. This ideal 
grade is most nearly approached today in SOUTHERN PINE." 
Southern Pine, with the identifying SPA Trade-Mark, offers 
these advantages: 

Proper seasoning before dressing...essential for uniform 

size and strength. 

Uniform grading throughout the length of each piece, per- 

mitting cantilever, simple beam, continuous or tension- 

loading design. 

Superior gripping power for all nails and other fastening 

devices. 


These high qualities that make Southern Pine the ideal stress- 
rated material forall structural uses, including components, are 
yours when you insist upon grade-marked, SPA Trade -Marked 


SOUTHERN PINE 


/7’S ORY... pre-shrunk—from the mills of Southern Pine Association. 


(SWREROMN\ 
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SOUTHERN PINE ASSOCIATION 

POST OFFICE BOX 1170 

NEW ORLEANS 4, LOUISIANA 

Please send the following technical bulletins 


Stress Grade Guide Trussed Rafter Data 
How to Specify Quality Southern Pine © SPA Buyers Guide 


Name Title 
Firm Name 


City Zone State 
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‘6l FORD TRUCKS 


SAVE FROM 31 TO $157 ON PRICE* ALONE 
WITH FORD'S F-I0O STYLESIDE PICKUPS 


Contractors everywhere are finding that the 
half-ton Ford Styleside is priced below all other 
comparable pickups! And these rugged pickups 
are designed to keep right on saving with lower 
maintenance and operating expenses. Their du- 
rable, one-piece cab-and-box construction pro- 


vides increased rigidity and eliminates a major 
source of rust and corrosion. Not only does the 
sheet metal last longer with this stronger body, 
but it also contributes to a quieter ride. 


And you can save more .. . because you can 
carry more on every trip. Styleside bodies are 
longer and wider with loadspace increased as 
much as 16%. In addition, wheelbases have 
been lengthened 4 inches and this combined 


with the improved shock absorbers gives a ride 
that’s unexcelled in its field—proven by scien- 
tific Impact-O-Graph tests. For construction 
work the angle of approach has been increased 
so you can climb steeper drives or go over 
deeper ditches or gullies. Ford also offers 
America’s lowest-priced* 4 x 4 with big 8-ft. 
box, the F-100 Flareside. 


And you can save on operating expense! 
Ford’s Mileage Maker 223 Six is standard on 
all conventional pickups to keep gas costs low. 
The economical 292 V-8 is available for jobs 
requiring extra power. Both engines are equip- 
ped with Ford’s Full-Flow oil filter that lets 
you get 4,000 miles between oil changes. 


* Based on a comparison of latest available manufacturers’ suggested retail delivered prices 


’ 


rocenssctnontastnterte . 
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SAVE UP TO $250 ON FRONT TIRES! In certified tests of 
two-ton truck suspensions, Ford front tires lasted over twice 
as long. In 40,000 miles this saving can add up to $250... 
more as the mileage increases. And Ford’s sturdy I-Beam 
front axle and leaf-spring suspension not only cut tire wear, 
but their simpler design also cuts maintenance costs. 


SHAR GIG 


12,000 MILE 2 
OR1Z MONTH = 
WARRANTY 2 

= 

AD YYYYYYYYYPPYPYY PY PY PS 


SAVE WITH GREATER DURABILITY .. . on all 1961 Ford 
Trucks, each part, except tires and tubes, is now warranted 
by your dealer against defects in material and workmanship 
for 12 months or 12,000 miles, whichever occurs first. The 
warranty does not apply, of course, to normal maintenance 
service and to the replacement in normal maintenance of parts 
such as filters, spark plugs and ignition points. Never before 
have you had such protection . . . such evidence of long- 
term economy! 











= 
= 
= 
= 
= 


SAVE WITH FORD’S NEW 262-CU. IN. 
“BIG SIX” ALL-TRUCK ENGINE FOR 
TOP PERFORMANCE AND ECONOMY 


America’s savingest two-tonners offer a big 
262 Six with the power of big displacement, the 
gas economy of 6-cylinder design, plus the dura- 
bility of heavy-duty construction. This engine 
features a sturdy stress-relieved block, strong 
forged steel crankshaft, long-lasting stellite- 
faced intake and exhaust valves, and durable 
pyramid-type connecting rods. And Positive 
Crankcase Ventilation reduces oil dilution and 
sludge formation to extend engine life. Ford’s 
proven 292 V-8 and 292 HD V-8—the V-8’s with 
**six-like’’ economy—are also available for your 
special power needs. 


You also save with other new durability fea- 
tures like the more rugged frame, stronger 
radiator with new lock-seam construction, im- 
proved cab and chassis electrical wiring, plus 
longer, easier-riding and more durable rear 
springs. Ford’s parallel ladder-type frame with 
standard 34-inch width allows you to install 
new or transfer your present special construc- 
tion bodies quicker and for less. Also, the frame 
drop in the cab area lowers cab height . . 
makes for easier entry. 


FORD TRUCKS COST LESS 


YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK” PROVES IT POR SURE... 
FORD DIVISION, Sra/Metor Company, 


March 13, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


Circle No. 11 on Handy Cover Card 





> Building 
Materials 


= MERCHANDISER 


New Product Parade 


Laminated Lock-Deck Cuts Costs 


Lock-Deck, a one-step roof construc- 
tion material, combines advantages of 
selected wood faces and laminating with 
as much as a 50% reduction in install- 
ation costs. It’s available in 6 different 
softwoods and 5 face appearance types. 
Unique tongue and groove and end- 
matched design increases coverage 5% 
to 10%. Photograph above shows end- 
matched Lock-Deck being used for both 
ceiling and floor. 

For a brochure, write Potlatch Forests, 
Dept. BMM, Lewiston, Ida. 
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Prefabricated Plumbing Wall 


Plumbing wall above was assembled 
in less than 20 minutes in a demon- 
stration of all-plastic plumbing for homes 
at the recent NAHB Show. Hot and 
cold water lines were made from B. F. 
Goodrich’s hi-temp Geon, new vinyl 
plastic that withstands boiling water 
temperatures. Drainage pipe was made 
of conventional Geon rigid vinyl mater- 
ials. 

Prefab wall is easily trucked to job 
site and swung in place by crane. Piping 
was produced by Colonial Plastics, Dept. 
BMM, 2691 E. 79th, Cleveland. 

Circle No. 202 on Handy Cover Card 


Introduces Viewtite Windows 


A new line of windows with a view 
and an operating sash in one unit is 
announced. The two sash glasses are 
separated by only 2%” of wood. Called 
Viewtite, the windows vary in height 
from 3’'5%4” to 61144”. Awning sash is 
about 20” high and is offered with three 
choices of operation: crank, push bar or 
latch. 

Viewtite is available single-glazed or 
with factory-sealed double insulating 
glass. Curtis Companies, Dept. BMM, 
114 12th Ave., So., Clinton, Iowa. 
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Precise Heat Control 


Packaged Chimney 
New Model K Series Air- 
Jet packaged chimney is said 
to be entirely soot-proof. 
It allows smoke to _ rise 
through vents in its top. 
Simple kd housing makes on- 
the-job assembly easier. New 
seamless, stamped flashing 
and new installation meth- 
ods also cut installation 
costs. General Products, 
Dept. BMM, P. O. Box 887, 
Fredericksburg, Va. 
Circle No. 204 on Handy Ccover Card 
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Door Molding Kit 


Decorative door molding 
kits for flush and cabinet 
doors are easy to apply. 
Quarter circles are premi- 
tered; straight lengths cut 
to suit on job. Two-panel 
door kits in natural or blend- 
ed mahogany pine retail 
from $2.29 upwards. Cabinet 
door kits in natural or birch 
blended pine begin at $1.69. 
Woodcraft, Dept. BMM, 204 
Leonia, Bogota, N. J. 

Circle No. 205 on Handy Cover Card 


Feather-Light Tile 
R-V-Lite, an all-new type 
of ceiling and wall tile, in- 
stalls with a special adhesive 
on almost any surface. Each 
2” x 12” x." foamed 
polystyrene tile weighs only 
% ounce. It’s available in 
8 patterns and 13 decorator 
colors, is washable and re- 
paintable. For literature, 
write Arvey Corp., Dept. 
BMM, 3500 N. Kimball, 
Chicago. 
Circle No. 206 on Handy Cover Card 


You can cook an egg on a 
paper plate without burning 
the plate on the all-new RCA 
Whirlpool Blanket-O-Flame 
gas drop-in range. Low tem- 
perature gas heat control is 
provided by a new powered- 
air principle. Unit has lift 
off grates, pilot for each 
burner. Retails around $169. 
Whirlpool Corp., Dept. 
BMM, No. State St., St. 
Joseph, Mich. 

Circle No. 207 on Handy Cover Card 
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White Door and Grill 
New Homeshield all-alu- 
minum prehung grill door 
brings privacy and beauty 
to the exterior of a home. 
White grill work over dark- 
colored aluminum screen 
cloth prevents outsiders from 
seeing clearly inside, but 
does not obstruct the view 
from interior. List price: 
$39.95. American Screen 
Products, Dept. BMM, 24 
State Rd., Chatsworth, III. 
Circle No. 208 on Handy Cover Card 





Instant Screens 

In the spring, a home- 
maker simply pulls down 
these patented inside screens. 
In the fall, she rolls them 
up. A_ spring-loaded roller 
concealed in head of win- 
dow frame pays out and 
stores screen cloth. The new 
casement window is also 
equipped with a self-storing 
storm unit. Rolscreen Co., 
Dept. BMM, 134 Main St., 
Pella, Iowa. 
Circle No. 209 on Handy Cover Card 


For more facts, 


Has Versatile Window 

New Series 410 single- 
hung aluminum window has 
a nylon lift-lock which auto- 
matically locks it when 
closed. Lock is released by 
lifting latch to raise sash. 
By flipping tiny lever at 
top of sash, balance hous- 
ing is locked in position and 
lower sash is easily removed. 
Alwintite Div., General 
Bronze, Dept. BMM, 711 
Stewart, Garden City, N. Y. 
Circle No. 210 on Handy Cover Card 


Adds Patio Door Line 
Shodoco’s new ShoLume 
series of patio doors are 
low-priced. A_ fixed-slider 
door, it has the newly de- 
signed Lucien interior handle 
and Biron screen clip. Avail- 
able in two and three-panel 
units with a standard height 
of 6842”, single or dual 
glazed. Shower Door Co. of 
America, Dept. BMM, 1301 
Chattahoochee Ave., N. W., 
Atlanta 25. 
Circle No. 211 on Handy Cover Card 





use handy back 
=A cover coupon. 


Fold-Away Range Hood Offered 


NuTone’s new Fold-Away Hood, when 
closed, becomes a smooth, narrow panel 
flush with wall cabinets above range. 
When open, it’s a ventilating hood that 
reaches over the front burners. Color 
blends perfectly with surrounding cabinets 
or wall by inserting panel of wood, metal 
or plastic laminate. 

Fold-Away Hood is available in 30”, 
36” and 42” widths with a standard ex- 
haust fan or a twin-blower. For brochure, 
write NuTone, Inc., Dept. BMM, Madi- 
son and Red Bank, Cincinnati 27. 
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Lighter, Stronger Garage Door 


Cutaway in photograph above shows 
plastic-impregnated fiber honeycomb 
core of Crawford’s new Stylist flush 
garage door. Core fits within a redwood 
framework. Door is only 1” thick, is 
light and strong and carries a lifetime 
guarantee against rotting, splitting or 
warping of its hardboard panels. Door 
also is available in 1548” and 134” thick- 
nesses. 

Door’s flush surface permits wide lati- 
tude in decoration. Crawford Door, Dept. 
BMM, 20263 Hoover Rd., Detroit. 
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Gutter and Downspout System 


An embossed aluminum gutter and 
downspout system is offered in 14 deco- 
rator baked-enamel colors by Alside. As- 
sembly components and mastic are color- 
matched at factory. Wide range of colors 
permits quick installation of gutters and 
downspouts without having to do on-the- 
job painting to match different finishes. 
Embossed design provides extra strength 
and rigidity. Aluminum for the system 
is supplied by Reynolds Metals Co. 

Alside, Dept. BMM, 3773 Akron, 
Cleveland Rd., Route No. 8, Akron 9. 

Circle No. 214 on Handy Cover Card 
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You don't have to be apower tool expert to sell 











© SAWSMITH 


wih ADD-A-TOOL 


the radial arm saw that does MORE 


ADD-A-BANDSAW ADD-A-BELT SANDER 


MORE PROFIT... MORE POTENTIAL! This 
big ticket sale takes little more time to close than a 
small sale . . . offers bigger initial profit plus bonus 
profit on sAwsMITH accessories and Add-A-Tools which 
make SAWSMITH a “complete shop.” 


MORE SALES APPEAL...MORE FEATURES! 
Easy to show. . . easy to sell . . . easy to use! 
SAWSMITH does the work of a whole shop full of tools 
from a single power unit . . . a single stand! No other 
power tool provides so many practical features. Says 
“Can Do” to amateurs... “Fine Tool” to craftsmen! 


MORE SALES SUPPORT! More than 20 million 
readers will see sAWSMITH advertised in Saturday 


ADD-A-JoINTER 


ADD-A-paint 
SPRAYER-COMPRESSOR 


Evening Post, Better Homes & Gardens, True, Popular 
Science, Mechanix Illustrated and Popular Mechanics. 
Millions more will see it on TV nationally. In addition, 
SAWSMITH offers materials for local advertising: ad 
mats, radio scripts, TV films, Sawdust Parties with 
special demonstrations, sales training for your store 
personnel . . . backs up your local programs with 
liberal co-op allowance! 


MORE PROMOTION! sAwsMiTH promotes 12 
months a year! Special offers make customers of pros- 
pects . .. special plans make purchase easy ... special 
displays keep sawsMiTH out front. SAWSMITH goes 
from promotion to promotion » +. Creates year ‘round 
interest, sales and profits, 








First of the Powerful SAWSMITH Promotions of 1961 


SENSATIONAL SALE OF SAWSMITH ACCESSORIES 


Begins February 15th 


Offers your customers savings up to $45,00 
AT NO COST TO YOU! 


This program is dynamically designed to increase traffic and stimulate sales in 
your store. Offers the customer BIG SAVINGS on sawsmiTH merchandise. Acces- 
sories sold in this sale replaced by Yuba at No Cost to You! Promotion will be 
featured in every national sawsmiTH ad. MORE. . . special “window-dressing’; 


special store displays, colorful salesmens’ helps! 





ND FOR FRANCHISE DETAILS NOW 
Tear a corner... ANY CORNER...from 


CHOICE OF 
ANY 5 
1¢ EACH 


® Reg. $8.20 Tool Rest 
e Reg. $9.55 Set of Lathe Chisels 
® Reg. $9.95 Drill Chuck 
* Reg. $8.95 Set of Auger Bits 
® Reg. $7.95 Molder 
or many other valuable 
accessories to choose from 
or select 
® Reg. $39.95 Cabinet Base for 
only 5 pennies 











YUBA POWER PRODUCTS, INC. 


830 EVANS ST., CINCINNATI 4, OHIO 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 
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this ad, staple to your letterhead and 
for prompt reply, mail to 








Circle No. 12 on Handy Cover Card 





Dishwasher Display Available 

A new display center promoting Kitch- 
enAid’s new three-series line of home 
dishwashers is available. Unit permits a 
retailer to demonstrate either one or two 
dishwashers: a built-in and a portable, 
free-standing, or second built-in model. 

KitchenAid also has available new 
specification sheets, installation instruc- 
tions, user instruction books and other 
descriptive material on its new dish- 
washer line. KitchenAid Div., Hobart 


Mfg. Co., Dept. BMM, Trey, Ohio. 
Circle No. 215 on Handy Cover Card 











Floor Tile Rack Shows Samples 


A lightweight wire rack occupies a 
minimum of floor area and permits dis- 
play of the full Polymerite line in regular 
9” x 9” tiles. Tiles are mounted on Ma- 
sonite board to minimize damage from 
excessive handling. Each of the rack’s 
10 compartments holds up to six mounted 
tiles. 

Complete with a full set of samples, 
each rack is priced at $15. A similar 
rack is available for the display of 
maker’s vinyl asbestos tiles. Ruberoid 
Co., Dept. BMM, 500 Sth Ave., New 
York. 

Circle No. 216 on Handy Cover Card 
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New Sales Aids 











Versatile Floor Covering Rack 

A multi-purpose wall rack displays 
seven rolls of 9’ or 12’ widths of Arm- 
strong Vinyl Accolon in a minimum of 
floor space. The new rack has an easy- 
loading device and speeds handling of 
the vinyl floor covering. 

Material is simply rolled from the 
bottom rack to any of the upper racks 
eliminating all lifting. A 25% discount is 
offered dealers who purchase the rack 
and a minimum amount of Vinyl Ac- 
coion. Armstrong Cork Co., Dept. BMM, 
Lancaster, Pa. 

Circle No. 217 on Handy Cover Card 


For more facts, use 
handy back cover 
coupon. 


Poly-Clad Sample Center 


A new Sample Center shows 12 Poly- 
Clad Plywall finishes and matching 
moldings. The 30” x 72” face panels it 
promotes include two of the four new 
finishes added to the line. Inserted be- 
tween the face panels are ten 8” x 16” 
samples, which may be shown from 
either side of the double-faced unit. 

Each face panel carries a Poly-Clad 
Guarantee Medallion. Grouped around a 
large medallion are molding samples. 
For full details, write to Plywall Products, 
Dept. BMM, P. O. Box 625, Fort Wayne, 


Ind. 
Circle No. 218 on Handy Cover Card 


Building 
Materials 


MERCHANDISER 





A new display panel available to re- 
tailers contains 12 actual sample patterns 
of Virola moldings. The quick-reference 
chart of samples speeds self-selection of 
moldings by customers and also enables 
a dealer to preprice the merchandise. 

The panel shows 12 standard patterns 
with matching jambs. The line is made of 
fine hardwood in blond color to permit 
easy staining in matching all hardwoods. 
Virola Moulding Co. of America, Dept. 
BMM, 210 E. Monument, Baltimore. 

Circle No. 219 on Handy Cover Card 























Insulite Selling Center ; 


A new 4’ x 8’ metal-framed merchan- 
diser holds eight 2’ x 2’ panels of 
different Insulite tileboards. Each panel 
has four 12” x 12” samples of one In- 
sulite tile. Price signs, naming the various 
tiles, are easily attached to frame. Eye- 
catching “Remodeling Headquarters” 
sign plus a 40” long top sign identify 
selling center. 

Wall paneling samples which form 
part of unit may be Insulite Walnut 
and Cherry Grained HardBoard. Insul- 
ite, Dept. BMM, 500 Investors Bldg., 


Minneapolis. 
Circle No. 220 on Handy Cover Card 
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STUDENTS LISTENED to more than 40 industry and dealer experts in first semester courses at Purdue which covered all major 
phases of a retail building materials dealer's business. 


106 Students Graduate From 
First BIMI Course at Purdue 


Building Industry Marketing Institute, directed by Art Hood, in- 
cluded courses in management, creative selling, estimating 


and product knowledge. 


Scholarship award announced by Building Materials Mer- 
chandiser. Next seminar starts Sept. 5. 


ESTIMONIALS from the students 

attending the first Building Indus- 
tries Marketing Institute at Purdue Un- 
iversity indicated their conviction that 
these courses were well worth the 
time and money invested. 

A total of 106 students represent- 
ing 59 companies attended one or 
more of the five courses during the 
semester, Jan. 9—Feb. 11. 

This first Institute semester con- 
cluded with a graduation banquet at 
the Purdue Memorial Union, Lafay- 
ette, Ind., where all class sessions were 
held. Banquet speakers led by Dr. 
George Davis, director of the division 
of adult education at Purdue, urged 
students to return to their jobs and 
put to use the knowledge they had 


acquired. 

Students frankly admitted this is 
easier said than done, especially if the 
“boss” wasn’t enrolled among the stu- 
dents. Conversely, more than one 
general manager attending the first 
three-day session exclusively for top 
management, became sold on the val- 
ue of the curriculum and hurriedly en- 
rolled personnel for succeeding 
courses. 

Several registrations have already 
been received for the second semester 
sessions, Sept. 5—Oct. 7. Registra- 
tions must reach Purdue University, 
division of adult education, Lafayette, 
Ind., before Aug. 20. 

Art Hood, formerly editor and now 
consultant to this magazine, is the di- 
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ART HOOD, Institute director, receives 
a trophy from class president Ron 
Grimm in tribute “‘to his outstanding 
leadership and service to the entire 
building materials industry.” 


rector of the Institute and actively par- 
ticipated in most of the sessions. The 
basic text material is the result of 97 
American Lumberman management 
workshops for retail building materi- 
als dealers conducted by Art under the 
sponsorship of this magazine in the 
U. S. and Canada. 

The five courses offered by the In- 
stitute are: three-day general man- 
agement session; eight-day sales man- 
agement session; 51/2 day estimating 
session; 542 day general product ses- 
sion; 542 day creative selling session. 

While most of the students came 
from the middle west, other areas rep- 
resented included West Virginia, South 
Dakota, Montana and several Canadi- 

(continued on page 28) 
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BIMI Course At Purdue 


(begins on page 27) 





an provinces. 

Among the many recorded testimo- 
nials by students were these: 

“The most interesting and profitable “a 
two weeks that I have ever spent for ~~ 
the benefit of our business.”—Earl J. 
Grimm, Grimm Lumber Co., Evans- 
ville, Ind. 

“IT am sincere when I say that this 
Building Industry Marketing Institute 
is practical all the way through—noth- 
ing theoretical. If what has been cov- 
ered here does not increase our com- 
pany’s profits appreciably, it will be 
entirely my fault.”"—Wayne Whelan, 
Whelan Lumber Co., Topeka, Kans. 

“I am convinced that there is no 
finer instruction available to the build- 
ing supply industry than the BIMI 
course at Purdue.”—Norman G. Du- 
linski, Kelsey & Freeman Lumber 
Co., Toledo. 


Ralph Rogerson. 


Willard Myers and J 


GEORGIA: 
ILLINOIS: I. 


. Douglas Smith and 
Carman Genoe & Co., 
Carman Genoe. Myers 
Builders’ Supplies, Sault Ste Marie, Ontario: F. Todd 
Jack Myers. D. Porter & 
Son Ltd., Stellarton, Nova Scotia: Clarence 
Porter and Donald W. 
Lumber Co., Sault Ste Marie, Ontario: James 
Cc. Killoran. Walkerton Building Supplies f E ) 
Ltd., Walkerton, Ontario: Donald E. Faelker. Co., Greensburg: Billy C. Milby. Tate Build- 
Armstrong & Dobbs, 
Athens: George D. Williams. 

N. R. Beatty Lumber Co., 
Oak Lawn: Richard J. Leyerle, W. Allan 
Rick, Harold Nuttall, 
Francis Kneer. Countryman Lumber Co., 


Cowansville, Quebec: 


Orangeville, Ontario: 


Dickson. Soo Mill & 


George W. Hall, and 


AWARDING CERTIFICATES at graduation banquet are Richard Finch, field representa- 
tive, Indiana Lumber and Building Supply Assn.; 


Dr. George Davis, director, division 


of adult education, Purdue University and Ronald Grimm, Grimm Lumber Co., Evans- 
ville, Ind., class president, creative selling course. The only woman graduate, pictured 
above, was Mrs. Helen Deutsch, Maclobe Lumber Co., Valley Stream, L, I., N. Y. 


Lumber Co., Inc., Denver: Don Ranck, Gail 
Lowman and Kenneth Stalberger. Woodmar 
Lumber & Supply Co., Hammond: Ludolph 


KANSAS: Whelans, Inc., Topeka: Wayne 
Whelan and John Besler. 

KENTUCKY: Daviess County Planing 
Mill Co., Owensboro: W. R. Jagoe III and 
Nathan Mock. E. J. Milby Builders’ Supply 


Inc., ers’ Supply Co., Erlanger: Thomas B. Tate 


Jr. 

MICHIGAN: Hollingsworth Buildware, St. 
Ignace: Donald Hollingsworth. Keep & Mar- 
tinson, Tekonsha: Gale Jenkins. Standard 
Supply & Lumber Co., Grand Rapids: Jack 


“The experience I have received will 
prevent me from committing suicide 
when the cash-and-carry boys move in 
on me.”—George D. Williams, Arm- 
strong & Dobbs, Inc., Athens, Ga. 

“This is a sure way to pick up 10-20 
years experience in two weeks. The 
chance to pick the brains of a fellow 
like Art Hood is something nobody 
should pass up.”—Edward G. Huff- 
man, Jr., Frontier Lumber Co. Buf- 
falo. 

“I know that we will be sending fel- 
lows down from management and 
sales levels in the future, principally 
because of the facilities here and the 
course itself.".—Ben Knecht, Knecht 
Lumber Co., Rapid City, S. D. 

The following companies and em- 
ployes were represented at the Insti- 
tute: 


ARKANSAS: Forbes & Co., Bald Knob: 
Raymond Emde. 

CANADA: Atlantic Provinces Retail Lum- 
ber Dealers Assn., Saint John, N. B.: D. W. 
Golding. Cowansville Building Supplies Ltd., 


Belvidere: Wayne Houghton. Gates & John- 
son Co., Decatur: Harold Rice, Joe Gates, 
Vernon Gessaman, William Karcher, and 
Daniel Wydick. Ekin George Graber, La 
Grange. Highland Lumber & Fuel Co., Rock- 
ford: Tom Youngquist and C. W. Peterson. 
Kent Lumber Co., Minonk: Charles Mohar. 
Philip S. Lindner & Co., Sandwich: Roger A. 
Pierson. D. Manfield Co., Sterling: Jerome 
Tothstein. Robinson Lumber Co., Robinson: 
James Butler. Schulst Lumber & Coal Co., 
Bloomington: William Ohlendorf. Security 
Lumber & Supply Co., Bradley: Russell Ben- 
son and T. Lynn Lamie. Shurtleff & Co., 
Elgin: Gene C. Wisegarver. Tamms Lumber 
Co., Tamms: Larry Lamburth. Winnetka 
Coal & Lumber Co., Winnetka: Richard H. 
Drewar. 

INDIANA: Alan Burnett Lumber Co., 
Crawfordsville: Alan Burnett. Cassell Lum- 
ber Co., Bringhurst: Gordon Eugene Cassell. 
Central L & M Supply Co., Inc., Franklin: 
William B. Green, Roger H. Bryant and 
Bruce Lucas. Dunlap & Co., Inc., Columbus: 
E. Evans Dunlap, Don Waltz, James Dunn, 
Ernest Oresik, W. Calvert Brand, James Bel- 
dine, Leroy Sanders and Charles Matz. Fork- 
ner-Manger Lumber Co., Anderson: Gene 
Weighous and Charles W. Wright. Grimm 
Lumber Co., Inc., Evansville: Earl J. Grimm 
and Ronald A. Grimm. McCormick Lumber 

o., Inc., Indianapolis: Ted Snivey. Munster 
Lumber Co., Munster: Thomas Petso, Jerry 
Kobezka and George Weiland. New Castle 
Lumber & Supply Co., Inc., New Castle: 
William Howell and Gene Atkinson. Smiley 


Ballast. 

MISSISSIPPI: Bomar Building Supply Co. 
Inc., Meridian: Julian C. Bomar and Jesse 
Holcomb. Virden Lumber Co., Greenville: 
Peter Virden. 

MISSOURI: Blaker Lumber & Grain Co., 
Kansas Ciity: F. G. Weigand. Lumber Spe- 
cialty Co., Carthage: G. E. Hemphill. 

MONTANA: Pioneer Lumber & Hardware 
Co., Glasgow: Warren E. Watson, William 
Uphous and Robert Dungan. Simkins-Hallin 
Inc., Bozeman: Robert Simkins. 

NEW YORK: John J. Doody & Son Inc., 
Brooklyn: Clifford E. Spates, Kevin Rogers, 
John R. Doody, Jr. and Frank Vermaelen. 
Frontier Lumber Co., Buffalo: Edward G. 
Hoffman. Local Trade Marks Inc., New York: 
Ferdinand C. Ryder. Maclobe Lumber Co., 
Valley Stream, L. I.: Helen Deutsch. 

OHIO: Covington Lumber Co., Covington: 
Russell Royer. Euclid Lumber Sales, Wick- 
liffe: Bernard Tessler, Richard Mooney and 
Art Bazauri. Forest City Material Co., Cleve- 
land: Jerry Greenspun. Kelsey & Freeman 
Lumber Co., Toledo: Norman G. Dulinski, 
John Glanville, Ollie Sorosiak and Bob 
Parrish. 

OKLAHOMA: A. P. Lee & Sons Lumber 
Co., Commerce: Jerry M. Lee. 

PENNSYLVANIA: McGowen Lumber Co., 
Slippery Rock: Samuel Brechbill. 

OUTH DAKOTA: Knecht Lumber Co., 
Rapid City: Ben Knecht. 

WEST VIRGINIA: Scott Lumber Co., 
ee Melvin C. Huffman and Richard 

ali. 


BMM Offers “Art Hood Scholarship’ Worth $350 


Both lumberyard managers and sales personnel are eligi- 
ble to compete for a $350 scholarship offered by Building 
Materials Merchandiser at the Building Industry Market- 
ing Institute, Purdue University, Lafayette, Ind. 

Two scholarships, one each semester, will be awarded 
by this magazine. The first scholarship will be awarded 
for the next semester, starting Sept. 5. The award will be 
known as the Building Materials Merchandiser—Art Hood 
Scholarship.” 

Here are the contest rules: 

1. Describe in 500 words or less three merchandising 
or management ideas you have secured from reading 
Building Materials Merchandiser and how your company 
has applied them or plans to do so. (Maximum 500 words 
for each idea—1,500 words total.) 

2. Contestants may be either managers or sales person- 
nel in any retail building materials company in the United 
States or Canada. 

3. Entries must be submitted on company letterhead and 
attested by an executive of the company. 

4. Entries must be postmarked not later than Monday, 
July 10, 1961 and mailed to Building Materials Merchan- 


28 March 13, 


diser, % Art Hood Scholarship Competition, 59 East Mon- 
roe St., Chicago 3, Ill. The winner will be announced in the 
Aug. 24 issue of this magazine, but he will be notified 
on Monday, August 7, so he can make necessary prior 
arrangements. 

5. The scholarship does not include transportation, meals 
or lodging. It does cover all fees, texts, working tools, in- 
struction materials, etc. 

The employe with the winning entry need not attend all 
five courses. In consultation with his owner or manager, 
he may elect to attend one or all of the five courses; an- 
other employe may also attend one or more courses, even 
one in which the prize winner is enrolled. 

Conceivably, five different employes from the same firm 
might be enrolled for the semester. In any event, the num- 
ber of total course registrations from the winning dealer- 
ship shall not exceed five and the total scholarship awarded 
shall not exceed $350. 

In addition to the scholarship, an engraved “Master 
Merchandiser” plaque will be awarded the winner. 

The Art Hood Scholarship will be continued for the life 
of the Institute. 


1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





PROFITABLE 


FROM DOUGLAS 


a et 01 0) 
ASSOCIATION 


Here are six proven ways to increase 
your plywood sales volume—from find- 
ing profitable uses for scraps, to making 
big-ticket sales to contractors. If these 
sales success stories suggest any ideas 
for your business, DFPA will be glad to 
help; see coupon on the next page. 


Special plywood department 
raises sales 400% in a year 


At Klamath Lumber, San Carlos, Calif., 
plywood sales went from $10,000 to 
more than $40,000 in one year, thanks 
to a new Plywood QCux:élet annex. Before, 
plywood was kept in a cluttered cubby- 
hole and self-service was impossible. 
Now, co-owner Herbert Grossman says 
he can keep six times as mtch inven- 
tory. And customers, mostly do-it- 
yourselfers, can easily find what they 
want. In 2,000 sq. ft., there’s room for 
orderly stocking of all standard grades 
of DFPA trademarked fir plywood in 
assorted sizes, interior and exterior. 
Free delivery and simple saw cuts help 
build goodwill and repeat business. 


Shop-fabricated components 
make a big hit with builders 


The H. W. Blackstock Lumber Co. of 
Seattle has found the home component 
business so profitable that this year R. 
V. Blackstock set up a special division. 
Blackstock Homes, affiliated with Mut- 
tart Homes of Edmonton, makes parts 
and assembles materials for 25 com- 
plete homes a month. Blackstock uses 
a modified Lu-Re-Co system, with 
DFPA trademarked fir plywood for 
floors, walls and roof. He offers staff 
services in landscaping, design and 
marketing. The prefabbed components 
save some builders three weeks con- 
struction time and $300 per house. They 
say Blackstock’s use of quality mate- 
rials makes their own selling easier. 


(continued on following pages) 





(continued from preceding page) 


Fences from scrap plywood 
prove profitable sideline 


Leftover Exterior plywood, turned into 
fence sections, means pure profit for 
Morris Shores of Cornwells Heights 
Lumber Co., Cornwells Hts., Pa. Dur- 
ing business lulls, the shop crew cuts 
scrap plywood into pickets and nails 
them to lumber stringers, which are 
usually also scrap. Shores displays the 
unpainted fence sections, 8 ft. long and 
from 12” to 30” high, in the yard. He 
charges $2.49 or $2.98, depending on 
height, and says they practically sell 
themselves. It takes only about 20 min- 
utes to nail a section together on a spe- 
cial jig, once the pickets are shaped. 


PROFITABLE 
IDEAS 
FROM DOUGLAS 
FIR PLYWOOD 
ASSOCIATION 


Selling the marine market is 
easier with DFPA boat plans 


A New Jersey dealer, Thomas MacLean 
of Rendall Lumber in North Bergen, 
sells three carloads of plywood and 
100,000 board ft. of marine lumber a 
year. His profits are mostly due to his 
marine business and DFPA boat plans. 
Besides selling DF PA trademarked Ex- 
terior plywood, boat kits, and some fin- 
ished boats, he gets substantial profits 
from related items, tie-ins and power 
tool rentals. MacLean’s customers build 
about 500 plywood boats a year, mostly 
to DFPA plans that he supplies. He 
keeps the entire assortment of plans in 
stock, ranging from an 8-ft. pram 
dinghy to a 26-ft. sailboat. 














Boom in cabin construction 
brings boom in plywood sales 


Dealer George Osborne of Chehalis, 
Wash. broke into the second-home field 
a year ago. He found a ready-made 
market from DFPA’s national promo- 
tion and POST advertising. After his 
first $100,000 in sales, he’s learned some 
vital rules, e.g., (1) work with a land 
developer and build a model cabin; (2) 
use a simple, easily adaptable plan 
(DFPA has 22 cabin plans); (3) pre- 
pare a good informative brochure; (4) 
mail it to land owners—those in the de- 
velopment, plus lists obtained from 
country courthouses; (5) follow up on 
all visitors to the model. Osborne says 
much of his success is due to exclusive 
use of DFPA trademarked fir plywood, 
which assures his customers of lasting, 
quality construction. Other dealers who 
want to cash in on this profitable mar- 
ket can get DFPA help—see coupon. 


and 
most important... 


Be sure you always specify 
DFPA trademarked plywood 


It’s good business to look for the DFPA 
grade-trademark on every panel. It 
means, first, quality plywood, backed 
by a rigid, industry-wide quality con- 
trol program. When you stock and sell 
only DFPA trademarked fir plywood, 
your customers keep coming back be- 
cause they know they can depend on it. 
Second, the DFPA trademark stands 
for the Douglas Fir Plywood Associa- 
tion’s $6-million-a-year promotion pro- 
gram. Through advertising, field pro- 
motion and research into new and bet- 
ter ways to use plywood, DFPA keeps 
customers coming into your store and 
your plywood sales on the rise. Insist on 
the DFPA trademark on every panel. 
It’s always a profitable idea. 
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Circle No. 14 on Handy Cover Card 


DFPA has sales aids and infor- 
mation to help you build your plywood 
business. Booklets—envelope stuffers— 
counter displays—construction plans— 
just send in the coupon, and we'll see 
that you get complete lists and descrip- 
tions of all available material, on the 
subjects you’re interested in. 





Douglas Fir Plywood Association 
Tacoma 2, Washington 


Please send me a list of sales aids and in- 
formation to help me sell more plywood. 
I’m interested in: 

0 Beats [ Cabins 


CD Do-it-yourself DC Farm censtruction 


(C0 Components 


Name 





Company. 
Address 
City. 




















for HOUSE 
FABRICATION 


* Here's a way to control inventory, 
« © Se 
utilize culls, gain savings from fast 
ad ¢ icd ion erection, get component package 
sales with investment as low as $100 
if you have power saws, says the 


fo r S mM d | | creator of the Wald-Way system. 


Fabrication can be performed almost 
anywhere in a variety of ways to fit 


D & cd | © rs the individual dealer. 


Wall panel and truss-making system 
is sold through retail lumber dealer 
association. Its aim is to put small 
dealer in full control of new home 
market. Story begins on page 34. 
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THE USE OF THIS PLAN OF PERSONS 
OTHER THAM THOSE SPECIEICALLY 
AUTHORIZED BY LANE LUMBER CO. 
GHALL CONSTITUTE LE@ AL ACK 
MOWLEDGE MENT OF COST OF 
PARING THIS PLAN. 


TYPICAL WALL PANEL of Wald-Way Custom-Cut component system, showing all parts 
and sub-assemblies normally encountered. Drawing is reprinted from manual now being 
sold for $150 by the Wisconsin Retail Lumbermen’s Association. Dealer-creator Howard 


Grange gets no royalty from sale of manual; he developed system to help small dealer 
control sales with component house packages. 





Component Fabricatio for Small Dealers 





(begins on page 32) 


SYSTEM OF COMPONENT MANUFACTURE adaptable to any type home 
has been developed by a lumber and building materials dealer in Darlington, 
Wis., who believes in “DSC” (Dealer Sales Control). 
The Wald-Way Custom-Cut system, as applied by the Lane Lumber Co., gives 


a dealer control of: 
* Materials 


* Work organization 


* Dimensions 
* Deliveries 


* Quality 
* Price 


Managing partner Howard Grange of Lane Lumber, who worked out the Wald- 
Way system during the past 12 years, says the plan offers dealers efficiency in lum- 
ber utilization, proximity of materials, purchasing prerogatives and delivery of 
larger, more profitable loads. 

“Using our techniques, any dealer can compete favorably with prefabers, tract 
builders and piece price operators,” says Grange. “Our system offers accurate 
cutting and fitting, flexibility in design and materials and better use of manpower 
and materials for better profits. There are no trick assemblies.” 


In the last dozen years, Lane Lum- 
ber has manufactured components for 
houses, cottages, garages, hog houses, 
corn cribs, machine sheds, chicken 
houses, barns and commercial trusses. 
Grange does not advocate component 
manufacture for every building materi- 
als merchant, but he insists that his sys- 
tem is successful whether 3, 30 or 
300 houses are constructed. 

Grange notes that long distance 
shipping of prebuilt houses “‘practical- 
ly eliminates shop efficiency savings.” 
In contrast, he feels that the average 
building materials merchandiser should 
only try to market component-manu- 
factured homes within his immediate 
area. 

Marketing. “As retail lumber deal- 
ers we have a dominant position in 
distribution wherever we can supply 
materials more efficiently than any- 
one else. Transportation costs are an 
important part of this efficiency,” 
Grange said. 

He notes that delivery costs to job 
sites may run 5% to 8% within a 
15-mile radius. “This local cartage 
cost can be reduced by delivering full 
and higher value loads. The economic 
advantages are with the local retail 
dealer. There’s no need to purchase 
panels from a distributor for resale,” 
said Grange, who feels almost any 
dealer can prebuild components ef- 
ficiently using the techniques he has 
developed. 

Crusader. Grange is an active of- 
ficial of the Wisconsin Retail Lum- 
bermen’s Association, sometimes 
called Wisconsin Association of Lum- 
ber Dealers (Wald). He is a zealous 
crusader for both dealers and their 
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RADIAL ARM SAW is main tool for a 
Wald-Way shop. Curved units at right 
above are measuring points along wood- 
en tab!e. Shop foreman Homer Buttery 
trims piece of lumber to fit interior wall 
meeting point ‘“‘ladder’’. (See picture of 
ladder on facing page). 


associations. He developed his com- 
ponent system to help building ma- 
terials dealers return to a “healthy 
business.” 

Grange co-authored a manual ex- 
plaining the Wald-Way Custom-Cut 
system. It sells for $150, is distrib- 
uted only through retail dealer or- 
ganizations. Fully illustrated as to 
every part of the operation, Grange’s 
manual details assemblies, sub-assem- 
blies and each step of component erec- 
tion. Any part of the manual, from 
description of parts manufactured to 
panel building to component estimat- 
ing and pricing can be adapted by in- 
dividual dealers according to their cir- 


cumstances, Grange says. (See savings 
table.) 

Requirements. The Wald-Way Cus- 
tom-Cut system involves: 

1. A work sheet or shop drawing 

taken from any house plan. 

. Cutting standardized parts. 

. Assembling the parts on an 8’x 
16’ bench into structural com- 
ponents. 

. Making roof trusses on a simple 
jig bench using no special equip- 
ment. 

. Delivering components to the 
job site in profitable loads for 
rapid assembly. 

6. Selling a complete house pack- 

age. 

According to Grange, the only real- 
ly different functions in his system 
compared with those most retail deal- 
ers now perform are the first three 
listed above. He says the dealer 
pleases his customer with individual 
styling of acceptable conventional de- 
signs. The low cost gives the dealer 
the advantages of mass production 
without “having to go into mass pro- 
duction,” he said. 

“The shop drawing, which must be 
accurate but not elaborate, can be 
prepared by any capable manager, 
draftsman or employe,” Grange said. 
“I can teach any competent person to 
draft one within two hours,” he 
claimed. “Cutting and assembly op- 
erations can be done by unskilled la- 
bor if they are even reasonably famil- 
iar with house construction.” 

First houses. To test his ideas, 26 
component houses were built at the 
Lane Lumber Co. by two and some- 

(continued on page 37) 
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PRECUT PARTS are kept behind sliding doors 
aside work table for efficient assembly. Di- 
mension is numbered according to position. 


> 


NAILING of a wall panel framing on work table. Buttery will 
next apply insulation. Doors at foreman’s right cover precut 
parts storage. Small piece of dimension in lower right corner 
holds end of panel away from table edge. This is done to keep 
proper spacing for each of four corner posts. Panels not having 
corner posts are fabricated flush against table and sill. 


INSULATION IS TACKED on upper side of panel. CULLS ARE USED for a wall panel ‘‘ladder’’. It's placed at point where 


interior non-load bearing wall meets exterior wall. Note panel and 
abutting work table sill, indicating that wall panel is one that doesn't 
have corner post. 


It may be applied at this time or later in Wald- 
Way system. 


a ee act ee = Ue iy ee 


SHEATHING IS APPLIED atop insulation, an overhead trolley LOAD OF GUSSETED ROOF TRUSSES await shipment in front of 
rolled over the completed wall panel and iron tongs hooked in Lane Lumber Co. office. Trusses are made on simple jig in 
on four sides. Panel is hoisted off to right for storage on farm Lane shop. (Turn page for more pictures and sketches of Wald- 
wagon and later delivery to job site. Way component system.) 
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Component Fabricatio for Small Dealers 





(begins on page 32) 
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SKETCH OF CORNER PANEL with 
joint detail, above, reproduced 
from Wald-Way manual. At right, 
corner post is bolted temporarily 
to adjacent panel edge at job site 
until units can be nailed perma- 
nently. Bolts speed alignment. 
Nails or spikes are used for perma- 
nent fastening. Two men can erect 
wall panels quickly. 





times three men working part-time 
over a period of 10 months. Direct la- 
bor required only 57 man hours per 
house, although Grange points out no 
attempt was made to hurry and the 
work could be done in less time. 

A typical house built was a 26’x42’ 
hip roof structure. Involved was semi- 
assembly of king beams and assembly 
of box sills, exterior wall panels, in- 
terior partitions, common rafters, jack 
rafters and hip rafters. Exterior pan- 
els were insulated, sheathed and all 
rough openings for doors and windows 
set. Interior partitions had all rough 
openings for doors and wardrobes set. 

Only the following equipment and 
supplies were used in the 26 houses: 

Typical lumberyard materials inven- 
tory; radial arm saw; table saw; wood- 
en assembly bench; work area 18’x 
24’; various hammers, nails, saws, 
tapes, pencils, a square and a stapler. 
Grange points out that this equipment 
costs as little as $100 to start if the 
dealer has power saws. 

“Most contractor builders desiring 
better profits will be interested in 
working with the dealer who makes 
components,” Grange said. “From 12 
to 16 houses can be produced each 
year using an erection crew of three 
men. The builder’s profits are propor- 
tionate to him on the dealer’s sales of 
between $60,000 and $80,000 a year. 
The lumber dealer can also do con- 
tracting or speculative building if it 
doesn’t interfere with his builders.” 

Panel size. When formulating the 
Wald-Way system. Grange rejected 4’ 
wall panels. He said this restricted his 
control of lengths where 4’ and 8’ 
lengths dominate. For reasons of ef- 
ficiency, and to use fewer studs, a fa- 
vorite Grange panel length is 13’ 
7%” to utilize 14’ stock. Intermedi- 


ate panels are 12’ long to use surplus 
12’ stock. 

“In other components, such as king 
beams, sills and header joists, it is 
usually desirable to economize on 
2x8’s_ and 2x10’s in 12’ and 14’ 
lengths,” Grange said, ‘and concen- 
trate on using 10’ and 16’ stock. 

PANEL ASSEMBLY 

“Standardized parts are fundamen- 
tal to cost savings and quality control 
in manufacturing,” Grange pointed 
out. “The Wald-Way system combines 
advantages of standardization with 
marketing power of individualized 
styling.” 

Standardization is applied to the 
parts of wall panel framing in the 
Custom-Cut system. Any stud length 
may be selected, but Grange uses 92” 
ones. A Custom-Cut house normally 
has 300 studs. 

How it’s done. Grange cuts top and 
sole plate to the length designated on 
the drawing and places them in 
marked position on the bench. Parti- 
tion locations and door and window 
openings are carefully marked on the 
plates. Studs are set in place at 16” 
o.c. bench marks. 

After door headers are set, header 
studs are inserted, then the whole door 
frame nailed securely together and to 
the plates. Window headers are set in 
place, header studs and sill inserted 
and all nailed in position. 

Then window cripple studs are in- 
serted at 16” o.c. and nailed in. Parti- 
tion nailing blocks follow. Then all 
studs are nailed securely through the 
sole and top plates. Panel insulation is 
tacked down and sheathing nailed in 
place atop that. Panels are lifted into 
the air, identified by a number or Iet- 
ter and loaded on a wagon for storage. 

Grange also uses variations in 


FABRICATION STRUCTURE for Wald- 
Way components is second building from 
left. Area between two sliding doors 
where car is parked is initial workshop 
where parts for 26 houses were built. 
New shop is in larger area at other end 
of Lane Lumber building. 


lengths of other standardized parts be- 
sides studs. He says this “can be very 
important to the dealer in his efforts 
to balance inventory.” After panel and 
partition lengths have been established 
on the shop drawing, “the draftsman 
should make every effort to use 10’, 
12’ and 14’ stock from random 
length shipments.” 

“Many parts can be cut from shorts, 
crooks and culls,” Grange explained. 
“This stock control feature has been 
very rewarding at Lane Lumber Co.” 

Pricing. Accurate estimating and 
pricing of building materials and shop 
labor for components are essential. 
Grange lists three objections to the 
usual estimating practices. 

“In the first place,” he said, “you 
have an incomplete listing. Perhaps 
one or more items are omitted. There 
are also variations on use of materials. 
Different builders may use more or 

(continued on page 38) 
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{ —BLOCKING TO INCREASE HEIGHT AS DESIRED 


WALD-WAY PANEL BENCH constructed of stock materials. 
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Fabrication—Small Dealers 


(begins on page 32) 








less materials than estimated. And, 
finally, accurate lists for each house 
are time consuming and expensive.” 
So Grange quotes only materials and 
shop labor costs, although job site la- 
bor costs can be included, if necessary. 
He claims his quotations have never 
differed from delivered list by more 
than 2 % in 12 years. 
UNIT ESTIMATING 

Grange breaks down the house plan 
into “units” and “components” in the 
Wald-Way estimating and pricing sys- 
tem. He makes a complete list of all 
building materials required for the job 
for each component. Then he estab- 
lishes a current unit price and calcu- 
lates extensions and totals it for each 
component. Then shop labor cost is 
added for each component. 

“Doors, windows, cabinets and sim- 
ilar items can be priced as complete 
units,” Grange explained. “Any nor- 
mal house plan will consist of 15 to 30 
cost items. Normally, using this sys- 
tem, we can price a house in less than 
15 minutes, reliably and accurately.” 

“Because the dealer is in control 
when he makes components,” Grange 
said, “he can price each one of them 
accurately every time. Just summarize 
the cost of components involved in a 


house or any part of it. Combine the 
cost per unit of length, width, area and 
partition length (called multipliers). 
Price changes, or individual firm pric- 
ing differences, can be entered into the 
method easily.” 

Grange maintains a permanent 
card cost on each component. Price 
changes are made when necessary to 
keep quotations current. In the Wald- 
Way manual, examples are offered on 
how to figure every house item. 
Grange purposely leaves most of them 
blank so any dealer can fit them to his 
individual needs, rather than being in- 
fluenced by Grange’s particular costs. 

CONSTRUCTION 

The summary below describes how 
Lane Lumber builds a house, using 
Wald-Way Custom-Cut components. 
Some dealers may prefer to either add 
or eliminate some parts of the con- 
struction system, Grange said. He first 
tried it out on a tri-level house to make 
sure it worked. 

* Construct basement, crawl space 
or slab as usual. Produce king beams. 
Cut box sills and partially assemble 
them for dimensional control. 

* Take joists and subflooring (ply- 
wood or particle board) from stock, 
unless house requires precise cutting 
for control. Cut bridging to length, or 
supply steel bridging. 

* Manufacture exterior wall panels 
in multiples of 1’4”, trying to keep 


WALD-WAY COST SAVINGS 


Grange claims these advantages and sav- 
ings accrue by using the Custom-Cut 
system: 
¢ Fewer studs and joints per house 
¢ Less chance of dimensional error 
¢ Only 3 men needed to handle panels 
up to 16’ long 
No sheathing protrudes to be man- 
gled or broken 
Any desirable door or window can 
be used 
No special house plans are necessary 
No license or franchise payment in- 
volved 
No expense to adopt the system 
beyond a few tools 
No room for workmen’s error be- 
cause of controlled accuracy 
No job site measuring required 
No costly inventory needed and no 
large production area 
Provides for use of labor between 
orders 
House closed in within four days 
Individualized homes for localized 
promotion 


them as close to 16” as possible so 
joints will fall between doors and win- 
dows. Assemble the panels in 16’, 
la’ 8”, 13°. 87, AZ, 2 8", 9A" or 
8’ or as required to fill out the run 
indicated on the drawing. Build all 
panels with studs centered 16” with 
sole and top plates nailed to studs. 

* Set rough openings of doors and 





‘61! 
NEW FOR # 


HABITANT FENCE 


FEATURES 
REYNOLDS 
ALUMINUM NAILS! 


ANOTHER FIRST FROM HABITANT 


the leader and the most respected name in 


wood fence. Now you can offer your customers all the beauty and character 
of wood fence — and guarantee its beauty for life, maintenance-free! No 
streaks, stains and discoloration from rusted nails! Habitant, with the most com- 
plete line of time-proved designs, now is more desirable than ever with weath- 
erproof Reynolds Aluminum Nails. Note: Habitant Fence is regularly assembled 
with galvanized nails; aluminum nails when specified, per current price list. 


Thirteen styles, factory-fabricated of Michigan White Cedar — in sections to 
exactly fit your ground plan. Fast, easy installation. Get those extra profits 
without inventory, without investment. Sell Habitant! The best known rustic 


fence in the country 


LIMITED DEALERSHIPS AVAILABLE. SEND FOR CATALOG AND DETAILS 


% HABITANT 4 





HABITANT FENCE, INC., BAY CITY 1, MICHIGAN 


Circle No. 15 on Handy Cover Card 


DEFENDER 
STOCKADE 


PARK AVENUE 
“MILLED”’ 
PICKET 


MACKINAW 
BARK 
PICKET 


WESTCHESTER 
LAP RAIL 
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windows plumb and level with sole 
plate, tack on insulation and _ nail 
sheathing to the frame. Mark the sole 
plate where interior partitions intercept 
exterior panels and nail headers into 
the frame. Lift panels by hoist to wag- 
on or truck for storage or delivery. 

* Deliver joists and subflooring to 
job site and assemble into floor deck. 
Assemble interior partitioms on panel 
bench, install nailers and rough door 
and window openings plumb and level 
with sole plate, then load onto wagons. 
Deliver top plates and ceiling joints to 
job site. 

* Cut hip roof rafters (if necessary) 
to length with ridge cut, heel cut and 
tail cut. Cut hips, jacks and ridge pole 
for precision assembly at job site. Cut 
any truss rafters needed and assemble 
on truss table. 

* Cut gable ends, if needed, and as- 
semble on truss table jig. Apply sheath- 
ing, siding and cornice boards to ga- 
bles, prime them and deliver for erec- 
tion on top plate. Cut and prime facia 
boards, plancher and soffits, if need- 
ed. Supply roof boards, felt, roofing 
and ridge vent. 

* Deliver and apply primed siding. 
Assemble and prime wood door and 
window frames (or supply aluminum 
ones), attach hardware and deliver to 
site. Prehang interior doors and deliver 
for erection. Deliver wardrobe doors 
and track. Deliver kitchen and _ bath- 
room cabinets from stock or have car- 
penters make them at job site. 

* Deliver drywall or plaster and lath 
and hardwood flooring. Deliver door 
and window trim and builders’ hard- 
ware. Deliver tile, paneling, counter- 
tops and linoleum. Deliver exterior 
walls, place and bolt them together 
temporarily on previously laid sub- 
flooring. Hold out one panel to permit 
stacking interior panels inside or erect- 
ing them on proper floor markings. 

* Align exterior panels, nail corners, 
joints and plates and remove bolts. 
Apply second top plate after exterior 
and interior panels are set to provide 
overlap and locked joints. Nail ceiling 
joists in place and install rafters or 
trusses. Sheath roof and apply felt and 
roofing. Install windows and doors 
and finish interior in conventional 
manner. 





MOBILE THEATER created by U.S. Gyp- 
sum Co. began a year-long tour in 
February detailing nine new gypsum 
drywall systems in New Perspectives for 
1961. Up to three-day stands are being 
held in major southwest and west coast 
markets during cold weather before the 
showmobile moves east. 





DISPLAY FREE 
WITH ASSORTMENT 


No. 700 
“Master” 
Assortment 


80 screwdrivers. 
Balanced stock of 32 styles and 
sizes on 2 attractive 4 color 
¢ dispenser boards for wall, coun- 
may thi §— ter, peg-board. Each section 
vie me) OTT Ha 94” x 15”. 


es Ba ents tthe») Me gure 
One 


DOLLAR SAVING 


£n9 Spe 
hie age 


WA AT SPECIAL DISCOUNTS! 
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No. 600(S¥ 
“Junior” 
Assortment 


43 screwdrivers. 
Balanced stock of 17 
best selling styles 
and sizes on one dis- 
play panel 24” x 15” 
similar to #790. 
DISPLAY FREE 
WITH 
ASSORTMENT 


SEE YOUR JOBBER 
FOR DETAILS 


Here's your chance to stock up on fast moving, top quality Bridgeport 
RHINO Screwdrivers at an extra low price! Sell them at the regular 
retail prices and make an extra big profit! 

Put an eye-catching Rhino display in your store and watch your screw- 


drivers sales increase. 
dealers. 


Already proved successful by thousands of 


All Rhino screwdrivers have hammer-proof shockproof handles oi 
non-flammable bar amber and full tempered polished alloy steel blades. 
You can’t go wrong — they're staple, year ‘round sellers. 

Offer is limited — order now from your jobber! 


THE BRIDGEPORT HARDWARE MFG. CORP. 


sTalelel-]-lela aor Crolalar 


Subsidiary of Pur-O-Lator Products, Inc. 
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...and that’s why it is used for 
PRUDEN BUILDING FRAMES 
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FOR PACKAGED 
SELLING... —# 


Lumber dealers throughout the 
nation, are finding that Pruden 
framed buildings are increasing 
their volume in the commercial and 
industrial field market. Extra profits 
come not only from the sale of 
Pruden Framing...but from larger 
volume in covering materials already 
in stock. Write Pruden Products Co., 
Evansville, Wis....a representative 
will visit your offices and give you 
the Pruden Profit Picture! 


INDUSTRIAL INSTITUTIONAL 


FOR LUMBER YARD USE... 


Lumber Yards throughout the nation report that the Pruden 
“Clear Span”’ feature gives them top quality yard buildings at less 
cost! Clear Span interiors permit alternate uses for each building 
... permit stockpiling with wide aisles, with no obstructions, made to 
order for mechanical ‘‘fork lift’’ handling...a savings in time and 
labor of utmost importance to profitable volume operation during 
busy seasons. Plan your new yard with Pruden...for shops, ware- 
houses, lumber storage, offices, and retail stores! 
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REGULAR PITCH LOW PITCH P, F, TRUSS 
30’ to 60’ 40’ to 80’ ' 16’ to 40’ 


MORE STRENGTH a ae 
LESS STEEL S<] UMBRELLA CANTILEVER \ 


— 


<A FRAME — 40’ I OVERHANG | 


LOWER COST 


Expert Engineering a : 
Makes the Difference P.4 TRUSS 30’ to 60’ P.1.5 TRUSS 40’ to 60’ 


PRUDEN PRODUCTS CoO., Evansville, Wisconsin 














Chevy’s powerful, efficient Taskmaster V8 
Extra strength where it counts gives Chevy cabs combines big-truck might and muscle with 
rock-solid rigidity to stay in shape years longer. top operating economy. 








Independent Front Suspension with ‘‘walking wheel” action paves the way to 
bigger earnings with a smoother ride and reduced maintenance expense. 


CHEVY BUILDS 'EM BETTER (TO BOOST YOUR EARNINGS)! 


DEEP-DOWN DURABILITY 





SAVES YOUR DOLLARS IN 
1961 CHEVROLET 


Here are Chevy compo- 


nents that add to tough-truck durability and earning ability; the strong reasons why a Chevrolet 
middleweight can take plenty of punishment—and keep on taking it. Here’s why these rough-and- 
ready haulers squeeze bonus earnings out of tight budgets! 


Take a look at the Chevy cab (pictured at left). 

It’s built solidly to take any poundings your 

rough-and-tumble runs can throw its way; to 
stay in shape for years, lengthen effective truck working 
life and minimize maintenance expense. Notice the 
husky longitudinal sills that reinforce the cab underbody 
to reduce vibration and provide a solid foundation for 
cab sheet metal. Check the extra sturdy door openings 
with box-section pillars and sills to keep doors weather- 
tight and in lasting alignment. See how the husky 
box-section pillars support the rigid, double-walled roof 
panel for greater safety and maximum cab strength. 
(And this cab is just as comfortable as it is rugged!) 


More evidence of Chevy’s deep-down strength 

and toughness can be found beneath the hood. 

There you'll find the 261-cubic-inch Jobmaster 6 
—a work-proved dollar-saver. Its sturdy components— 
forged steel crankshaft, high-alloy inlet valves, pre- 
cision bearings, hard-faced exhaust valves with Roto- 
coils, all-weather electrical system and many more— 
are solid assurance of maximum efficiency and economy. 
Or the big 283-cubic-inch Taskmaster V8 illustrated at 
left (optional at extra cost) to supply plenty of torque to 
move maximum payloads with minimum strain or wear. 
Low maintenance costs stem from features like alumi- 
nized high-alloy inlet valves, hard-faced exhaust valves 
with Rotocoils and Moraine 400 precision bearings. 


Chevy’s bump-beating Independent Front Sus- 

pension system provides still another reason for 

dollar-saving durability. Tough, friction-free 
torsion springs cushion the ride; ruggedly built control 
arms guide each wheel to give sure, stable handling; 
sturdy, custom-tailored shock absorbers further reduce 
road shock and offer maximum ride control. The result 
is a new kind of smooth truck ride that lengthens truck 
life; cuts wear and tear to reduce maintenance. These 
reasons for ruggedness go on and on to help reduce 
your costs. They’re all the result of Chevy’s deep-down 
durability. See your dealer about it soon. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 





CHEVROLET POWERMATIC, developed especially 
for big truck duty, provides fully automatic driving 
ease for all Series 60 and 60-H models (optional 
at extra cost). With six forward speeds in four driving 
ranges, plus torque converter action for getting 
under way and cushioning drive-line shifting shocks, 
Powermatic adjusts automatically to load and road 
conditions. 











1961 CHEVROLET STURDI-BILT TRUCKS zageeram” 
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for HOUSBRICATION 


LAYOUT MAN marks framing member 
for nailing according to pre-marked 
measurements on blueprint at Arbor 
Homes. Lumber comes to plant precut 
to length. About one-third of homes are 
custom designs which are easily conver- 
ted to panelization in this fashion. Studs 
are 16” o.c. 


NEW MORGAN HOUSE NAILER, first installation in the country, controls the automatic nailing. A helper places the lumber 
drives four No. 16 spikes into studs—one machine feeding into jig. Nailer is available from Morgan Machine Co. for 
the nails into shoe, the other nailing into piate. One operater $23,000. 


Prefabs Frame Panels for Shell Homes 


¢ Starting from scratch six years ago, Arbor Homes of Waterbury, Conn., produced 600 
finish-it-yourself house packages in 1960, double the previous year's sales. 

¢ Arbor Homes erects the shell and will either supervise finish by the buyer or will build 
the complete house. 

* A new 21,000 sq. ft. fabrication plant has capacity to make 3,000 houses annually. 
Sales this year are expected to exceed 1,000 units, as dealer organization expands 


throughout New England. Arbor Homes buys as manufacturer, wholesaler or dealer, de- 
pending upon materials. Complete story on following pages. 
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* Pe \ 
FRAME PANEL MOVES DOWN pneumatically activated as- AUTOMATIC RAFTER CUTTER with high-speed saws is pneu- 
sembly line where headers are inserted. Pneumatic clamps matically activated. Two men, loading 2x6s and 2x8s onto con- 
have been installed along jig railing since the above picture veyor, can precision cut as many as 800 rafters per hour, in- 
was taken; the clamps automatically align the panel framing. cluding intricate cuts, such as bird's mouth. Control for multiple 
sawing is in background. 


’ ” 
PVE FIOM 


wR Rave SOM 


SHELL ERECTION CREW of Arbor Homes travels throughout Connecticut in carry-alls 
such as above which contain full complement of construction equipment. A crew arrives 
simultaneously with truckload of panels and materials. A shell goes up in a few days, 
then buyer has nine months to finish his home with aid of construction manual. Homes 
qualify for 20-year conventional mortgages. 


TRUCK LOADS AND SHELL ERECTION CREWS arrive for four adjacent Arbor Homes. 
Most homes are sold for individual lots. All types of homes are fabricated for finish-it- 
yourself—splits, two-story, ranches. 
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SPLIT LEVEL Arbor 
Home acts as dealer 
model and offices. At 
right are founders of 
Arbor Homes—touis 
Posin, vice president 
and treasurer; Paul P. 
Posin, president and 
Sidney B. Posin, vice 
president and secre- 
tary. 


Prefabs Frame Panels for Shell Homes 


(begins on page 44) 


¢ Arbor Homes are sold with conventional mortgages, obtained locally by dealers. Buyers 
must complete homes within nine months. 


¢ An Arbor dealer earns from 17% to 20% of the materials package sales price. 
The dealer supervises sub-contractors and oversees do-it-yourselfers' labor. Each dealer 
must erect a modei home which he can use as a sales office. 


WATERBURY, CONN. 

HREE BROTHERS here have 

married the shell house idea to the 
prefabrication trend. The combina- 
tion has made Arbor Homes one of 
the fastest growing building materials 
merchandisers in New England. 

Paul, Louis and Sidney Posin were 
originally in the real estate business. 
Then they realized that there was an 
untapped market in “sweat equity” 
housing. 

They contacted a Long Island, N.Y. 
fabricator to ship precut parts for a 
series of minimum home models. 
Some 30 of these were quickly sold 
by the Posins. They became convinced 


46 


that there is a permanent market for 
shell housing using prebuilt compo- 
nents. 

In 1954, the brothers launched the 
Woodcrest Lumber & Mill Co. in 
nearby Woodbury. This enabled them 
to buy lumber and brand-name build- 
ing materials. 

In 1955, sales of Arbor shell homes 
totaled $237,000. During the firm’s 
last fiscal year, sales mounted to well 
over $1 million. Sidney Posin says: 

“With our expansion of dealers, 
we'll double that figure soon.” As 
this issue went to press, the plant had 
a backlog of more than 50 house sales, 
stymied by the fierce northeastern 


storms which prevented delivery. 

The package. Arbor Homes sells 
materials only for the basic shell, 
plus trim. A typical materials pack- 
age, which includes prebuilt exterior 
and interior wall panels and precut 
rafters, sells for $5,400. This is for 
the 3-bedroom, 46’x24’ Royalton 
split-level model. Exterior wall panels 
include 42” fir plywood sheathing. 
Interior walls include gypsum board. 
Doors, windows, baseboards and 
trim are provided. Ridge board 
is minimum of 2x8 kiln dried 
fir or hemlock. Rafters are 2x6 +1 
fir, delivered precut. Ceiling joists are 
2x6, spaced 16” o.c. with 1x6 collar 
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ties. Roof has 210 asphalt shingles 
overlaid on 15+ felt. Roof sheathing 
is %2” plyscord. Cellar stairs, nails, 
insulation, flooring and attic louver 
finish the package. (Floor tile 
for kitchen and bath, medicine cabin- 
ets, kitchen cabinets and other finish 
items are not provided.) 

The Royalton shell can be erected 
on an owner’s site by Arbor Homes 
for about $650. Complete carpentry 
construction would be about $1,500. 

Allowances for sub-contractors (ex- 
cavation, masonry, plumbing, elect- 
rical, kitchen cabinetry, tile, paint and 
sewer water) would add about $3,000 
to the split model. 

Totaling the $5,400 materials pack- 
age with the shell erection costs and 
the sub-contract figures, a $9,000 
mortgage can be obtained upon com- 
pletion. 

Dealers. In Waterbury, the Posin 
brothers have their own dealer or- 
ganization. Elsewhere, dealers are re- 
cruited from realtors and from con- 
tractors. 

A dealer is required to sell 12 
homes annually. The largest dealer 
to date has sold and supervised erec- 
tion of 100 homes a year. 

Each dealer must build a model 
home, which serves as his sales of- 
fice. A dealer screens prospects; ar- 
ranges and oversees subcontractors; 
hires a shell erection crew and helps 
the buyer finish his home within nine 
months after the shell is delivered and 
erected. 

Buyers have the option of serving 
as their own general contractors. On 
the other hand, the Arbor Homes 
dealer will contract a turn-key job if 
desired. 

“It’s this flexibility—including pan- 
elization of custom designs—which has 
been a big factor in our success,” said 
Sidney Posin. “We must have dealers 
who understand this and will solve 
sweat-equity labor problems as need- 

The- shell prefabricator provides 
sales tools and advertising allowances 
to dealers. 

Finance. Arbor Homes will help 
a new dealer establish mortgage con- 
nections in each dealer’s home town. 
In most cases, a construction loan for 
the finish-it-yourself period is fi- 
nanced by a rider on the mortgage 
loan contract. After the first few 
homes are completed, a dealer’s local 
line of credit is firmly established, 
Sidney Posin said. 

Gene C. Guilbert, vice president of 
the Savings & Loan Assn. of Water- 
bury, reported that his firm has grant- 
ed a substantial number of mortgages 
for Posin do-it-yourself homes and 
that the work has been completed 
within time and the workmanship has 
been of good quality. 

“From a credit point of view, the 
rate of delinquency has been excellent. 
The pride of ownership of this buyer 
seems to be greater than the average 
homeowner,” Guilbert said. 

C. Frederick Goodwin, vice presi- 
dent and mortgage officer for the 


Waterbury Savings Bank, has _ been 
servicing loans for Arbor homes since 
its inception. “We've made literally 
thousands of loans and have had a 
minimum of difficulty,’ Goodwin 
said. 

Fabrication. The new Arbor plant 
and general offices were completed 
last fall at a cost of $850,000; in- 
cludes a 21,000 square foot factory, 
offices, display room and a storage 
structure. 

About a third of current production 
is for custom designed homes. These 
are fabricated almost as quickly as 
the models in the company’s catalog. 
As pictured on a_ preceding page, 
custom blueprints are quickly marked 
for panels, then a layout man meas- 
ures and marks the lumber for nail- 
ing. (This is similar to the Kemp 
system and the Craftbuilt system, pre- 
viously reported in this magazine.) 

Arbor has installed the first model 


4 


of a new Morgan house nailer, pic- 
tured with this article. One operator 
can frame exterior and interior parti- 
tions in a matter of minutes. He is 
assisted by a loader who feeds precut 
studs into the jig table. 

Each stud is nailed into the pre- 
marked plate and shoe simultaneous- 
ly in 10 seconds. The frame panel 
then moves down a_ pneumatically 
activated assembly jig to receive win- 
dow headers, which are also auto- 
matically nailed into place. 

The panel is then forced into per- 
fect square and level with air-pressure 
clamps, which have been attached to 
the jig railings. More than 3,000 lin- 
eal feet of wall panels can be fabri- 
cated in a day, according to Paul 
Posin. 

Exterior plywood sheathing is then 
applied to the frame panels. 

New England building codes and 

(continued on page 50) 
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BRAND NAME DISPLAY ROOM now being set up at headquarters of Arbor 
Homes in Waterbury, Conn. Company features brand names such as 
Georgia-Pacific, United States Gypsum, Johns-Manville, Alsco and Yale- 


Towne hardware. 


ARBOR | HOMES 


wi 
wring fLEcTAIS 
ALSCO 


- 
LA ALUMINUN 


ADVERTISEMENT IN LOOK MAGAZINE, New England regional edition, put 
Arbor Homes ‘‘on the map" according to Sidney Posin. A half-page ad 
brought 2,200 replies; a two-page spread (above) last September brought 
6,000 replies. Another insertion appears in LIFE this month. A catalog of 
Arbor models is mailed to each inquirer. Arbor homes supplies copies of 
ads and helps dealers with local ads and promotions. 
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NO NEED TO WORRY ABOUT DELIVERY with 
Mack mixers like this six-wheel, all-wheel-drive 
B Model on the job. Mack Balanced Bogie is 
ideal for snowy weather or for hub-deep mud 


of spring...is perfect, too, for carrying the 
larger mixer units. Reliability of Macks in even 
the worst weather helped Cleveland Builders 
Supply earn its reputation for service. 


How to lick one big problem 
of building supply 


Like to find out how to rid yourself once and for all of 
transportation headaches, one of the biggest worries of 
the building supply business? Then read what a top 
Ohio outfit does! 

Cleveland Builders Supply entrusts its important 
transportation tasks to its Mack trucks and is repaid 
with prompt, unfailing deliveries day after day. Such 
service is one very good reason why Cleveland Build- 


ers Supply has grown to be one of the largest firms of 
its kind in all of Ohio. 

Take ready-mix concrete as an example. When a 
contractor in or around Cleveland schedules a pour, 
he knows that the Macks of Cleveland Builders Sup- 
ply will be there at the right time. Neither weather 
nor terrain hinders them from averaging four to six 
trips a day, about one-third to off-street job sites. 
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WORKADAY LOAD of precast concrete roof and _ they order materials from Cleveland Builders 
floor panels is taken aboard Mack-tractor-drawn Supply, they'll arrive on time, every time— perm 
flat-bed trailer. Contractors know that, when thanks to dependable Mack truck deliveries. Jy MACK 


Or take the delivery of precast concrete roofing and 
flooring. A contractor can’t afford to have men wait- 
ing for a delivery that’s been delayed by breakdown. 
But Cleveland Builders Supply knows Mack six-wheel 
tractors get top legal loads to the job site on time, 
every time. 

Here’s what John H. Smith, fleet superintendent of 
Cleveland Builders Supply has to say: “Over-all per- 
formance of our Macks is excellent... fuel and up- 
keep economy is another big plus. And our drivers 
especially like their maneuverability, response and 


cab comfort.” 


Zz for over 8 straight years > 


iNO.1} 


a 
a by far in sales of 


A, diesel trucks é 
>. 


You'll hear the same story repeated over and over 
among top supply companies... firms whose repu- 
tations were built on reliable deliveries to customers. 


See your Mack branch or distributor today and 
find out all about the complete Mack truck line built 
exactly for your important hauling jobs. Mack Trucks, 
Inc., Plainfield, New Jersey. Mack Trucks of Canada, 
Ltd., Toronto, Ontario. 


MACK FIRST NAME FOR TRUCKS 


Circle No. 19 on Handy Cover Card 











Prefabs Frame Panels 
(begins on page 44) 





practices prevent insulation and siding 
from being applied at the factory, 
Louis Posin said. Many town officials 
insist On inspecting walls before ap- 
plication of interior or exterior facing 
materials. These materials are shipped 
loose in the Arbor trucks. 

New England codes also prevent 
the firm from manufacturing roof 
trusses. Rafters are used instead. With 
electronic controls of two saws, as 
many as 800 rafters can be cut in the 
plant per hour. 

Doors are prehung. Two men can 
install hardware and package 60 doors 
ready for installation in a day, ac- 


cording to Sidney Posin. 

Lumber is purchased precut to 
length. Suppliers recently offered to 
deliver angle-cut stock—part of the 
trend to cutting service by lumber 
mills and wholesalers, reported-in the 
January 30th issue of this magazine. 

For siding, the buyer has a choice 
of shakes with backer of aluminum. 

The average Arbor home sold last 
year contained 1,200 square feet. This 
compares to 860 square feet for the 
average house six years ago. 

The company has been reluctant 
to add optional products to its pack- 
age, such as kitchen cabinets, floor 
tile and electrical fixtures. However, 
Louis Posin said that this may be the 
next step. 

Erection. A shell erection crew ar- 
rives simultaneously with the truck 
loads of panels and materials. Be- 
cause the houses use prefab com- 


Contract 
CONCRETE FORM CONSTRUCTION CO. to furnish.a house foundation 


to property located 
eee 
Name 
Town 


SPECIFICATIONS: 


Foundation Size 
Footing 10x20 or 8x22 
3 inch Steel Troweled 


ney 8x8 Flue or 8x12 Flue with Flashing 


—No Glass 


Thickness 10 Inches 
Lolly Column Footings 2x2x1 
Outside Steps 30 inch Height—3 Steps 


Height 7 Feet 

Cellar Floor 
Chim- 
Windows Steel Sash Furnish 


It is understood that owner agrees to waterproof foundation. 
The owner agrees to the above specific work, the sum of $............ 


Dollars as follows: 


. Dollars 
.... Dollars 
. Dollars 


The owners agree, that if, during the course of construction, it is necessary 
to furnish extra labor and materials beyond that stipulated in this agreement, 
and such additional materials and labor are required because of the condi- 
tion of the ground, or because extra hauling or trucking is required, or be- 
cause the Building Code or Ordinance require certain additions to or altera- 
tions of the plans, specifications and the agreement herein, or because of 
other unforseen events, then, and in that event, the owners authorize the 
contractor to furnish and install such additional materials and labor that 
may be necessary: and the owners agree to pay the reasonable price thereof, 


in addition to the price set forth herein. 


In the event that the parties hereto contemplate the financing of any 
part of the selling price of this Agreement, the owners agree to sign all ap- 
plications, agreements and forms to be required of them by the finance 
company, loaning institutions, or the contractor in order to expedite the ob- 


taining of the financing required. 


All monies due and payable by the owners to the contractor shall be paid 
on their due dates. In the event that said monies or amounts are not paid 
when due, because payment thereof is held up by the finance company, 
loaning institution, for any reason whatsoever, then, and in that event, the 
owners agree to pay to the contractor all collection fees, attorney’s costs 
as may be caused by failure to remit balances as per contract. 

THIS AGREEMENT shall not be binding upon the Contractor unless and 
until said contract has been approved and accepted by an officer or member 


of the contractor firm. 


IN WITNESS WHEREOF, the parties hereto have hereunto set their 
hands and seals the day and year first above written. 


(Salesman ) 
Approved: 


(Firm Member) 


(Owner ) 


(Owner) 


TYPICAL CONTRACT WITH SUB-CONTRACTORS such as plumbers, electricians and 
masons. Each Arbor Homes dealer must arrange with local subs on house sales, but 


does not receive a commission on sub-contract work. Buyers may contract with subs 


themselves, if desired. 


ponents, shells go up within a few 
days. The local dealer then keeps con- 
stant check on progress of the finish 
“sweat equity” work. The do-it-your- 
selfer receives a detail construction 
manual to help him finish the home. 
He also gets a step-by-step progress 
chart. Construction assistance from the 
Waterbury office is available if need- 
ed. 

The shell erection includes frame 
panels, sub-floor, cellar stairs, win- 
dows and doors, rafters and roofing. 

Salesmanship. While prefabrication 
and the speedy shell erection are ma- 
jor reasons for Arbor Homes current 
growth, the Posin brothers point to 
the merchandising and salesmanship 
as equally important. 

The company took a big gamble 
last year and inserted advertising in 
the regional edition of LOOK maga- 
zine. “It put Arbor Homes ‘on the 
map’,” Sidney Posin said. 

The Posins’ salesmanship is exem- 
plified in the following text, taken 
from the company’s booklet for sales- 
men: 

“Does the competition supply a ‘Do- 
It-Yourself’ kit like ours? Will he supply 
an erection supervisor without charge? 
What are the financing charges? On these 
three questions alone you can often 
stymie competition. But that’s only the 
beginning! Are nationally advertised com- 
ponents used in construction? Do they use 
graded plywood? What grade of lumber is 
used? Is it kiln-dried? Are floor beams, 
studs, ceiling beams and rafters 16” o.c.? 
What are the sizes of framing lumber? 
What brands of roofing—insulation— 
gypsum board—hardware, etc.? Remem- 
ber: Arbor Homes components read like 
Who’s Who of building. 

“If the design or floor plan is not ex- 
actly to the prospect’s liking and needs, 
they are completely flexible and can be 
altered to a tremendous degree without 
additional cost. If the prospect owns his 
plot, a no-down-payment deal can usually 
be arranged.” 

Prefabrication; service for the fin- 
ish-it-yourself buyer; approved financ- 
ing and superior salesmanship—these 
are the reasons the Posin brothers 
are one of the most optimistic trios 
supplying new homes today. 





Flintkote Signs Contract 
For Newfoundland Gypsum 

Final arrangements have been com- 
pleted between the province of New- 
foundland and Flintkote Co. by which 
Flintkote has acquired 99-year renew- 
able lease rights to vast reserves of 
high quality gypsum. 

The Newfoundland deposits will 
supply new gypsum producing plants 
in the United States and Canada, the 
first of which is scheduled for immedi- 
ate construction in metropolitan New 
York area. 


Deaths 

¢ Frederick Weyerhaeuser, 54, grand- 
son of the founder of Weyerhaeuser 
Company and a vice president and 
director of the Rock Island (Ill.) Lum- 
ber Co. and the Rock Island Millwork 
Co., both Weyerhaeuser subsidiaries. 
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Truss and Pane 
Equipment Roundup 


(See following pages for selected examples with pictures) 


BUYER’S GUIDE 


Truss Machines 


Gang-Nail Sales Co., Inc., 7525 NW 37th St., 

iami 47 

Hydro-Air Engineering, Inc., 1317 S. Vande- 
venter, St. Louis 10 

Penhurst Machine Co., 1339 E. 289th St., 
Wickliffe, Ohio 

Ronel Corp., 1255 Burlington St., Opa-locka, 


Fla. 

Sanford Truss, Inc., 951 N. Andrews Ave. 
Ext., Pompano Beach, Fla. 

Truss-O-Matic, Inc., 230 E. Ohio St., Chicago 


11 

Truss Prefab, Inc., 3150 N. Century, Colo- 
rado Springs, Colo. 

Turn-A-Bore Equipment Co. (The TAB Co.), 
5916 E. Rosedale, Ft. Worth 


Truss Plates 


Anchor Lock of Florida, 2410 N. 30th Ave., 
Hollywood, Fla. 

Denver Wood Products Co., 1945 W. Third 
Ave., Denver 23 

Duratile of Ohio, Inc., 2240 Hayes Ave., Fre- 
mont, Ohio 

Gang-Nail Sales Co., Inc., 7525 NW 37th St., 
Miami 47 

H-Brace, Inc., 3932 W. 25th St., Miami 42 

Hydro-Air Engineering, Inc., 1317 S. Vande- 
venter, St. Louis 10 

International Truss Plate Corp., 4058 NE 
Fifth Ave., Ft. Lauderdale, Fla. 

i naa Mfg. Co., 700 Park St., Beatrice, 

eb. 

Michigan Timber & Truss, Inc., 1285 Roches- 
ter Rd., Troy, Mich. 

Panel Clip Co., 7742 Greenfield Rd., Dear- 
born, Mich. 

Penhurst Machine Co., 1339 E. 289th St., 
Wickliffe, Ohio 

—_— Corp., 1255 Burlington St., Opa-locka, 

a. 


Sanford Truss, Inc., 951 N. Andrews Ave 
Ext., Pompano Beach, Fla. 

Templin Associates, Inc., Vero Beach, Fla 

Timber Engineering Co., 1319 18th St. NW 
Washington 6 

Truss Connectors of America, 4010 N. West- 
shore, Tampa 

Truss Prefab, Inc., 3150 N. Century, Colo- 
rado Springs, Colo. 

Truss-O-Matic, Inc., 230 E. Ohio St., Chicago 
11 


Wood Connectors 


Cleveland Steel Specialty Co., Inc., 3771 E 
91st St., Cleveland 5 

H & T Metal Brace Co., Inc., Box 111, Ber- 
wick, Pa., 

F.D. Kees Mfg. Co., 700 Park St., Beatrice, 
Neb. 

Timber Engineering Co., 1319 18th St. NW, 
Washington 6 

Truss Prefab, Inc., 3150 N. Century, Colo- 
rado Springs, Colo. 

Weatherguard Service Co., Inc., 
terton Ave., New York 62 


2339 Chat- 


Fastening Tools 
Acme Staple Co., 1643 Haddon Ave., Cam- 


den, N. 

Alva Allen Industries, Allen Bldg., Clinton, 
Mo 

Arrow Fastener Co., 1 Junius St., Brooklyn 
12 

Atlas Tack Corp., Fairhaven, Mass. 

Auto-Nailer Co., 267 Marietta Ave. NW, At- 
lanta 

oe. Inc., 751 Briggs Dr., E. Greenwich, 

Burgess Fastening Co., 1220 W. Ninth St., 
Cleveland 13 

Calwire Products, Inc., Box 1408, Visalia, 
Calif. 


Columbia Mills, Inc., 834 State Tower Bldg., 
Syracuse 1 

Crofoot Mfg. Co., 
Prospect, III. 

Dexter Industries, Inc., 1601 Madison Ave., 
SE, Grand Rapids, Mich 

Fastener Corp., 3708 River Rd., Franklin 
Park, Il 

Fastway Fasteners, Inc., 1676 E. 28th St., 
Lorain, Ohio 

A.L. Hansen Mfg. Co., 6037 N. Ravenswood 
Ave., Chicago 40 

Independent Nail & Packing Co., Bridgewa- 
ter, Mass. 

Markwell Mfg. Co., Inc., 200 Hudson St., 
New York 13 

Mereen-Johnson Machine Co., 4401 N. Lyn- 
dale, Minneapolis 12 

Morgan Machine Co., Inc., 1230 University 
St., Rochester 7, N. Y 

Phillips Drill Co., Hwy. 12 & Liberty Trail, 
Michigan City, Ind. 

Powernail Co., Prairie View, Ill 

Powers Wire Products Co. (Power-Line 
Sales, Inc.), 544 S. Monterey Pass Rd., 
Monterey Park, Calif 

Ramset Fastening, Winchester-Western Div., 
Olin-Mathieson Chemical Corp., 276 Win- 
chester Ave., New Haven 4, Conn. 

Remington Arms Co., 937 Barnum St., 
Bridgeport 2, Conn 

Saurenman Co., Inc., 1517 N. Potrero Ave., 
El Monte, Calif. 

Walter E. Selck & Co., 
Chicago 10 

Signode Steel Strapping Co., 2600 N. Western 
Ave., Chicago 30 

Skil Corp., 5033 N. Elston Ave., Chicago 30 

Spotnails, Inc., 1527 Lyons St., Evanston, Ill 

Swingline Industrial Corp., 43-34 32nd St., 
Long Island City, N. Y 

Templin Associates, Inc., Vero Beach, Fla 

United Shoe Machinery Corp., 140 Federal 
St., Boston 7 

Wilson Homes, Inc., 13575 S. Charles Rock 
Rd., Bridgeton, Mo 


218 Evergreen Ave., Mt 


225 W. Hubbard St., 


TRUSS FABRICATED with H-Brace, Inc. connectors illustrates one of growing number of methods of producing roof supports. 
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Truss Machines—Examples 
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SIMULTANEOUSLY FORCING punched plate teeth into both 
sides of wood member joints, this press makes trusses in spans 
16’ to 40’. Truss-O-Matic, Inc. 


Circle No. 261 on Handy Cover Card 


TAKING ONE MINUTE to press all connectors into a truss up to 40’ long, 


SQUEEZING PLATES into all joints at once with hydraulic cyl- 
inders, this automatic machine makes up to 280 trusses in 
16’ to 40’ spans per day. Penhurst Machine Co. 

Circle No. 262 on Handy Cover Card 


COMPLEMENTING the Mono-Press (above) to 
make up to 150 trusses a day is a new Roc-Away 


this new gravity-fed press has a 100-ton concrete platen. Gang-Nail head truss machine which squeezes all joints 


Sales Co., Inc. 
Circle No. 263 on Handy Cover Card 


yee! aire - 4 “. 
METAL GUSSETS are fastened at wood joints as 
truss is rolled through this motor-driven roller 
press (model shown). Truss Prefab, Inc. 
Ciscle No. 265 on Handy Cover Card 


simultaneously. Hydro-Air Engineering, Inc. 
Circle No. 264 on Handy Cover Card 


ats 


CONVEYOR MOVES truss through roller press at rate of up to 90’ 
a minute to force connector teeth into both sides of joints. Sanford 
Truss, Inc.; Ronel Corp. 


Circle No. 266 on Handy Cover Card 
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Fastening Tools—Examples 


Bostitch, Inc. Arrow Fastener Co., Inc. Calwire Products, Inc. 
Circle No. 254 on Handy Cover Card Circle No. 253 on Handy Cover Card Circle No. 252 on Handy Cover Card 


AND, HAMMER-IN AND PCWER staplers, nailers and tackers are useful tools 

for the manufacture of trusses and wall panels on jigs. Shown here are but a few 
examples of the various fastening devices on the market that ease prefabrication and 
building jobs. 





Power-Line Sales, Inc. Fastener Corp. Saurenman Co., Inc. 
Circle No. 255 on Handy Cover Card Circle No. 256 on Handy Cover Card Circle No. 257 on Handy Cover Card 


lam 




















United Shoe Machinery Corp. Spotnails, Inc. Thor Power Tool Co. 
Circle No. 258 on Handy Cover Card Circle No. 259 on Handy Cover Card Circle No. 260 on Handy Cover Card 


(continued on page 56) 
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, as 
FLINTKOTE 
er 


The wraps are com- 
ing off! Watch these 
pages to see what 
Flintkote is up to for 
61 with news-making 
new roofing and sid- 
ing, ceiling and floor 
tile. Ask your full line 
Flintkote Salesman 
when you see him. He 
knows all about our 
new, high fashion 
line! Flintkote, Amer- 
ica’s broadest line 
of building products. 


The Flintkote Company, 30 Rockefeller Plaza, N.Y. 20, N.Y. 
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Truss Plates and Connectors-Examples 











Plate, Timber Engineering Co. 


Circle No. 236 on Handy Cover Card 





Anchor Lock, Anchor Lock of Florida 
Circle No. 239 on Handy Cover Card 


Gang-Nail, Gang-Nail Sales Co., Inc. 


Circle No. 242 on Handy Cover Card 


Hercules Plate, International Truss Plate 
Corp. 
Circle No. 245 on Handy Cover Card 


Wedge-fit ring, Timber Engineering Co. 
Circle No. 248 on Handy Cover Card 


56 





Truss Clip, Panel Clip Co. 


Circle No. 237 on Handy Cover Card 


H-Brace, H-Brace, Inc. 
Circle No. 240 on Handy Cover Card 


Truss-Lock and new Fas’Nailer, Templin 
Associates, Inc. 


Circle No. 243 on Handy Cover Card 


Hydro-Nail, Hydro-Air Engineering, Inc. 
Circle No. 249 on Handy Cover Card 


Denwood Plate, Denver Wood Products 
Co.; F. D. Kees Mfg. Co. 
Circle No. 238 on Handy Cover Card 


Barbgrip, Ronel Corp. 
Circle No. 241 on Handy Cover Card 


Dura-Plate, Duratile of Ohio, Inc. 


Circle No. 244 on Handy Cover Card 


Gri-P-late, Sanford Truss, Inc. 


Circle No. 247 on Handy Cover Card 


Timber ring, Cleveland Steel Specialty 
Co. 


Circle No. 250 on Handy Cover Card 
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COMPONENT CUTTER produced by Turn-A-Bore Equipment Co., Ft. Worth, cuts all 
components for W and king post trusses, studding, floor and ceiling joists, window 
and door openings, rafters and all dimension lumber, according to the company. 


Automated Precutting 


A PRECALIBRATED, §synchro- 

nized arch system of measure- 
ment on the newly-introduced Com- 
ponent Cutter enables the machine to 
precut all dimension lumber with 
rapid pitch change, but without chang- 
ing the length of the cut, according to 
Turn-A-Bore Equipment Co. (The Tab 
Corp.), Ft. Worth. 

Lumber and_ building materials 
dealers now producing only one type 


of dimension component will be able 
to expand to all types, TAB spokes- 
men said. Component Cutter is pow- 
ered by a 5 hp., a 2 hp. and two 3 hp. 
motors, all 3-phase. 

Trusses. For truss work, Component 
Cutter cuts a minimum of 2% in 12 
pitch on a 2x4 lower chord and makes 
a heel cut of from 0” to 142”. It will 
handle lengths of 2’ to 22’. 

The machine cuts parts for some 600 


trusses per day, the company said, or 
a comparable amount of other dimen- 
sion materials, except sheathing. It will 
also cut web members from long, 
warped material without precutting to 
length. 

The machine operator can quick- 
ly set cutting heads detailed to any 
pitch within a minute, TAB said. All 
four synchronized heads are pivoted 
on the same center line to permit 
standardized cuts. Any unskilled op- 
erator can produce exact, duplicate 
cuts after changing the calibration 
from one type to another, the compa- 
ny said, then go back to the original 
cut. 


SIMULTANEOUS CUTS are made on new 
component machine as shown above. 


(continued on page 58) 











WANTED— 


GENERAL EXECUTIVE 


To serve as PRESIDENT 
and 
GENERAL MANAGER 


of newly established Menominee Enterprises, Inc. 
(Formerly Menominee Indian Mills), a business cor- 
poration organized to take over, manage and re- 
develop a quarter million acre forest and milling 
operation in north central Wisconsin. Forest of north- 
ern hardwoods, white and norway pine, hemlock 
and other by-product woods, harvesting 30,000,000 
bd. ft. annually. Applicants should also be ex- 
perienced in general land use and area development. 
Area located at gateway to northern Wisconsin lakes 
and resort country. Lakes and streams encourage 
multiple development, including recreational and 
other industrial use. Experienced and qualified di- 
rectors. Salary commensurate with experience and 
similar responsibility elsewhere. Man 40 to 60 years 
desirable, but not limited. 


Direct inquiries to 


MRS. LILLIAN PLASS 


Keshena, Wisconsin. 
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You can 

display 

full-size 
4'x8' 


panels 


on MULTIPLEX 


Display of full-size sheets gives customer accurate idea of how panelling 


will look when installed . . . makes your selling job easier. Samples can be 
sold as new, at full price, for Multiplex protects them from damage. Get 
your share of the great sales potential in plywood panelling—merchandise 
with Multiplex. Get the facts; mail the coupon. Today 


MULTIPLEX DISPLAY FIXTURE CO. 
| Dept. E, Warne & Carter « St. Louis 7, Missouri 


Please send me information on plywood panelling Displays. 


COMPANY 

| ADDRESS 

| City AND STATE 
EK 
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EQUIPMENT ROUNDUP 


(begins on page 51) 





Wall Panel System , 


, . | az ii 

| ‘co 

Uses Metal Plates . ei - 
OST WALL PANELS are pre- ba : 


fabricated by either power and 
hand nailing the studs into shoe and 
plate. In the system pictured at right, 

PLATES ARE APPLIED to both sides of wood framing joint 
simultaneously in this wood connecting system. Inset is new 
toothed plate for panels. Maker of plates says a complete 


metal plates do the fastening job. 
Gang-Nails Sales Co., the plate man- 

truss and wall panel fabrication plant may be set up for as 

little as $3,500. 


ufacturer who suggests this wall fabri- 
cation system, claims that it can pro- 
vide a more rigid unit; there will be 
no damage to wood members and 
more panels can be produced per 
hour. Flopping of units is not required 
because the connector plates can be 
applied to both sides of the joints 
simultaneously. 

The manufacturer recently an- 
nounced a gravity-fed press, pictured 
on a preceding page, which can fabri- 
cate metal-connected wall panels on a 
volume basis. 
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BIG PROFITS 
eal can! 


FAMOWOOD is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalls 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies like 





closest 
toa 
permanent 


clear wood 
finish 


NATIONALLY KNOWN! 
NATIONALLY ADVERTISED! 
This famous material is now 

packaged in eye-catching self- 
display cartons for impulse sales. 
15 matching wood colors and 
white for perfect matching of 
all popular wood finishes. 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you’re not handling Famo- 
wood now, get the facts today. 
Literature, prices, etc., sent im- 
mediately. 

(Distributor inquiries invited.) 


BEVERLY MANUFACTURING CO. 


putty, sticks like glue; dries 
quickly; won’t shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 
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SATIN FINISH 


Hand-rubbed look! The mellow glow of the wood 
gives no apparent evidence of a finish having been 
applied. Made from specially processed tung oil. 
For a free 1 pint sample, attach this ad to your letterhead. 
WATERLOX DIVISION, THE EMPIRE VARNISH CO. 


2638 East 76th Street, Cleveland 4, Ohio 
Circle No. 25 on Handy Cover Card 
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| the name is a: 
BROOKS-SCANLON 


2 ied ears 
¥ e 6 


A good name to call when 


you are in the market for 


quality, kiln-dried, moisture 


metered lumber, manufactured 


and loaded under cover. Prompt, 


dependable service, wherever you 


are. Straight and mixed cars— 


., geBonderosa Pine, Douglas Fir, 


White Fir... 


mah fine 
ROOKS-SCANLON 


BEND, OREGON 





Ve, ° 
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SCREW ANCHORS and JACK NUTS. 


Write for Free Literature x 


‘\ 


MOLLY CORP., Reading, Pa. ws 
o8® 0 \ 
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t Phifer Aluminum Nails in Job-Pac Cans make nice shelf 
hardware — never scatter on floor or counter. They simplify 
figuring and assure that every noil will arrive at the job 
site. All of the extensive Phifer line of Aluminum Nails 
(except common, trim and oval head trailer nails) are 

4 packed in pull string “‘Job-Pac’’ — 30 to a master carton. 


All nails in 25- end 50-lb. cartons 


ALUMINUM 
AILS 


POST OFFICE BOX 9007, TUSCALOOSA, ALABAMA 
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‘Galvanized, 
folds flat 
for 
easy storage 


fuelile’ 











/ PHIFER WIRE PRODUCTS 


World's largest 
manufacturer of 
basement Jack Posts 
and Columns 


FOLDING TABLE 
HARDWARE 


**Ties-in’’ with lumber, paint, 
and stain sales. All hardware 
included reduced price. 


Shipments can be pooled with 
Jackposts; lantern posts, adjustable and 
straight columns. 





Wolfe Products, Inc. 

71 Elinor Avenue, Akron 5, Ohio 

Please send us information on Lux-Life Fold 
ing Table Hardware. 

006 

Firm. 


Address_ 
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Exclusive BMM Interview 


sci 


Top Lumber Executives 
Answer Your Questions 


ABOUT: 


National Wood Promotion program 
Lumber grade changes and sizes 
Unit packaging and purchasing 


Precutting and services by mills 
Prefabrication | 
Prefinished lumber products 

Biggest news about lumber industry 


The growing competition between lumber and other building ma- 
terials has presented a challenge to the lumber producing industry of 
unprecedented importance. 

Every lumber retailer and wholesaler has a stake in the ways that 
lumber manufacturers meet this challenge. 

Dealers want to know. On behalf of the distribution segment of 
light construction, Wesley Wise, editor of Building Materials Mer- 
chandiser, interviewed six of the top spokesmen for the National 
Lumber Manufacturers Assn. last month at the Economic Council of 
the Lumber Industry meeting in Boca Raton, Fla. 

The executives interviewed were: 

* Mortimer B. Doyle, executive vice president, National Lumber 
Manufacturers Assn. 

* Thomas J. McHugh, NLMA chairman and board chairman of 
the Atlantic Lumber Co., Boston, Mass. 

* A. Bristow Hood, NLMA president and vice president and 
general manager of the Ralph L. Smith Lumber Co., Anderson, Calif. 

* Arthur Temple, Jr., NLMA Ist vice president and president of 
Temple Industries, Diboll, Texas. 

* Eliot H. Jenkins, president, West Coast Lumbermens Assn. and 
chairman of the National Wood Promotion committee. 

* Gerald F. Prange, NLMA vice president and director of NLMA 
technical services. 


WOOD PROMOTION 


Q. What is the National Wood Pro- 
motion program of the National Lum- 
ber Manufacturers Assn.? 

Doyle: The NLMA is a federation 
of 16 species and wood products as- 
sociations representing about 40% of 
the total manufacturing units and 
about 60% of production. 

To maintain our stature in the mar- 
ket place, we decided that we must pro- 
mote wood as a commodity. Our pro- 
motion job at the national association 
is to create a desire on the part of the 
American people to prefer wood Over 
other materials. 

We have sponsored some 60 adver- 
tisements in our national program over 
the past two and a half years. Our ads 
appear in Life and in building and 
architectural magazines. The purpose 
is to delineate the beauty, the versa- 
tility and durability of wood. 


Q. What have been the results of 
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QUESTION SESSION ON LUMBER INDUSTRY TRENDS—teft to right: A. Bristow Hood, NLMA president; Mortimer Doyle, NLMA 
executive vice president; Eliot Jenkins, president of West Coast Lumbermens Assn.; Arthur Temple, Jr., NLMA Ist vice president; 
Wesley Wise, BMM editor; Thomas J.. McHugh, NLMA chairman. 


this promotion program? 

Doyle: We definitely feel that lum- 
ber is beginning to recapture some of 
its lost markets. Housing was off 18% 
last year, yet the total shipments of 
lumber only off about 6%. Why? We 
feel that it is partly because of our 
wood promotion campaign. 

Jenkins: As the result of our wood 
promotion program, I think that the 
lumber industry has changed from be- 
ing somewhat apologetic into an in- 
dustry of pride. 

We dug into our pockets and came 
up with a substantial sum of money 
for national promotion. These sums 
are now being increased. We are out 
to take our place in the market ahead 
of aluminum and other materials. 

Temple: We have results of surveys 
made by sampling the readership of 
our national advertising. The results 
are excellent. We feel that our money 
is well spent. We have received many 
comments about it from our salesmen, 


too. 

McHugh: | think it is difficult to 
measure the impact of national adver- 
tising. But in the last few months at 
least six men who have no identity 
with the lumber business have gone 
out of their way to tell me that they 
thought our NLMA advertising was 
excellent. I know that the advertising 
has also had an impact in the furni- 
ture industry and among the architec- 
tural woodwork people. 


Q. Do the regional lumber groups 
work together with the national as- 
sociation on wood promotion? 

Jenkins: Yes. We of the West Coast 
Lumbermens Assn. and other regional 
manufacturing associations each have 
an advertising and promotion commit- 
tee which administers our own adver- 
tising programs. It involves advertis- 
ing and also creation of technical liter- 
ature for engineers, architects, etc. 
This advertising is confined to our 
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species alone. We compete with all the 
other regionals in this type of promo 
tion. 

On the national level we put on a 
different hat. The national job is to 
promote wood as a material. So the 
national and the regional associations 
have two different promotion jobs 

Hood: Many of us, as individual 
companies, advertise our products to 
the building trade and of course to 
dealers. The national program might 
be called the umbrella over the adver- 
tising of the regionals and the individ- 
ual mills. 


Q. Is the national promotion pro- 
gram benefiting the dealer, and do you 
believe that dealers are aware of the 
program and its benefits to them? 

Doyle: In this promotion we tell the 
consumer and the specifier that wood 
is good so that both of them will go to 
the retail yard. By creating this de- 

(continued on page 64) 
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At last, a lumber promotion 
that makes sales sense— 
built around an exclusive 
product, a complete plan 
and positive profits. 


Here are the facts fom POTLATCH 





ATCH'S 
“IT DEAL 





COMPLETE 
MERCHANDISING KIT 


American's are spending more time and money on 

vacations and relaxation . . . visiting mountains, 

beaches, lakes and river spots. This Potlatch ‘Free- 

Time" Home promotion is designed to capitalize on 

this trend. Here's what your Merchandising Kit 
contains: 

Details on Free Counter Display 

Plan Book 

Store Banners 

Radio and TV scripts 

Newspaper mats 

Promotion ideas 


Proofs and schedules of Potlatch national 
consumer advertising 


Proofs and schedules of Potlatch national 
trade advertising 


March 13, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








for 1967 











now everyone 
can afford to own a 


LOCK-DECK vacation home 
YOU CAN SELL THE DEAL 


The time is ripe .. . the second home idea is accepted 
... your customers have been pre-sold. 


Now Potlatch is helping you take advantage of this profit situation 
with their ‘Free-Time” Home Plan Idea Book exclusively designed 
to use Lock-Deck, the new laminated tongue-and-groove building 
material. Every time you sell the lumber for a Potlatch vacation- 
type home you will make between $500 and $1500 on the sale 
PLUS related items. Here is a lumber promotion geared to the 
times. Take advantage of coupon offer today. 
symbol of 


POTLATCH FORESTS INC. _ 


GENERAL OFFICES e LEWISTON, IDAHO since 1906 
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* 


Send for Merchandising Kit to get all the facts on how 
. you can profit from Potlatch's ‘‘Free-Time” home pro- 
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he Sala tion. Mail eae, we 
motion. Mail coupon today it's FR FE E! 
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mand, we think the program is help- 
ing the dealer directly. 

It is inconceivable to us that a re- 
tailer can say he has never heard of 
the National Wood Promotion pro- 
gram. 

At the last NRLDA Exposition we 
sponsored a seminar on the use of 
wood in school construction. While we 
were rather disappointed in the re- 
sponse on the part of the dealers there, 
perhaps we failed in not getting them 
to see the benefits if they would go out 
on the local level and use our promo- 
tional material. 

We can’t do this job alone. I feel 
strongly that retailers have to become 
community merchandisers and start 
promoting wood in their own com- 
munities—they must get school offi- 
cials, architects and engineers to speci- 
fy wood. 

Temple: Although we have been 
aiming primarily at the consumer mar- 
ket and the technical field in this pro- 
motion program, I know that dealers 
are fully aware of it. 

As president of the Texas Retail 
Lumber Dealers Assn. and = an 
NRLDA director, I am in constant 
contact with dealers. I think we are 
getting through to dealers. 

Hood: While it is true that this na- 
tional advertising has not put any di- 
rect dollars into the dealer’s pocket, 
the fact that it makes more people in- 
terested in lumber will get back to the 
dealer eventually. 

We have had problems in getting 
our story across to retailers. A good 
deal of our lumber is sold through the 
wholesaler and because of this we mill 
people will often lose contact with our 
lumber and the retailer. The lumber 
wholesaler must be equipped to carry 
our national promotion materials to 
the retailer. We have to get the office 
wholesaler to the mills to see how 
things are made. He must sell the 
whole product of our log—not just 
standard or better dimension. I hope 
we will be able to get the wholesaler 
to realize that it is his responsibility to 
tell our promotion story and carry 
what we do in promotion to the dealer. 


Q. Can the NLMA sponsor coop- 
erative advertising and other local- 
level tie-in programs about wood for 
the retailer? 

Doyle: We toyed with the idea of 
cooperative local TV spot announce- 
ments with the manufacturer paying 
half the cost. The only reason we 
didn’t go forward with that program 
was because we had to do first things 
first. We had to sell our own people 
on the value of our promotion pro- 
gram and it had to be limited at first 
to consumer, builder and architect ad- 
vertising. 

Now that the program has been go- 
ing a couple of years, there is talk of 
specific programs for the retailer. We 
will include a specific dealer program 
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when we present next year’s program. 
We'll present four or five different 
types—maybe some will be joint ven- 
tures on TV, maybe sales programs for 
dealer salesmen, maybe brochures. I 
can’t say right now what our commit- 
tee will accept. 

Up to this point we have not been 
able to work as closely with retailers 
as we should. But I think that we are 
beginning now to look at our total pic- 
ture. 

I mentioned our participating at the 
NRLDA Exposition to help dealers 
sell the school market. 

The retailer feels at times that the 
manufacturer isn’t helping him. Per- 
haps we haven’t found the way to 
stimulate the retailer to work more 
closely with us. Believe me, we are 
severely critical of ourselves for not 
finding a good answer to this problem. 

Temple: I don’t think the NLMA 
should take part in co-op advertising. 
For 10 years my company (Southern 
Pine Lumber) has had a dealer co-op 
program based on a percentage of 
sales. We offer to pay 50% of the 
advertising. But 90% of the dealers 
who buy from us won't go to the 
trouble to use it. 


Q. Are technicians available from 
the national association who can help 
dealers sell wood or solve technical 
problems? 

Doyle: We now have 30 technical 
wood promotion consultants, people 
trained in wood technology, fire insur- 
ance experts and also engineers and 
architects. We intend to add another 
24. This is based on the voluntary ac- 
ceptance of roughly 80% of the total 
members of our national association. 
If we had 100% of all of our mem- 
bers, we could probably add another 
22 people in the field. 

McHugh: One of our most impor- 
tant jobs is to build up this field or- 


GERALD F. PRANGE, vice president 
and director of technical services 
for the National Lumber Manufac- 
turers Assn., who announced new 
component prefabrication program 
in the accompanying interview. 


Sales Power for Lumber 

The National Lumber Manufacturers 
Assn. is to be congratulated for its 
intention to supply more selling aids for 
retailers, as indicated in the accom- 
panying interview. 

Every dollar the NLMA invests in its 
national advertising should be matched 
with at least another dollar to help re- 
tailers use the promotion material where 
it really counts—at local level. 

It should be the obligation of every 
lumber wholesaler to see that the promo- 
tional materials of the lumber manufac- 
turers are put into the hands of retailers 
and to help dealers train salesmen and 
sponsor wood clinics for contractors, 
builders and architects. 

And when lumber promotional aids 
are available, every dealer who sells wood 
products should plan to use them. 


—THE EDITORS. 


ganization. We can advertise in any 
number of publications, but in the fin- 
al analysis somebody has to do the 
footwork and, we hope, close the 
sale, which may be made in an archi- 
tect’s office or in a tract builder’s of- 
fice. 

We can expect an increase in our 
field organization. 

Doyle: Our field force is large in 
size from the standpoint of our budg- 
et; but it is small in comparison to that 
of producers of competitive materials. 
But you must remember that our en- 
tire wood promotion program is only 
two years old. And we have to train 
these field men. 

Jenkins: Each regional lumber asso- 
ciation also has field men who can 
help dealers in wood promotion. The 
WCLA has five offices and men are 
available to maintain our grades and 
specifications. They have a complete 
file of everything the NLMA puts out. 
Also individual manufacturers can do 
a job in this area. 


LUMBER GRADES 
AND SIZES 


Q. The National Retail Lumber 
Dealers Assn. and others have sug- 
gested changes in lumber grades and in 
sizes. What is the position of the 
NLMA on this? 

Doyle: The economic council of the 
NLMaA a year ago said in effect that 
the industry should reduce the number 
of grades and the confusion in the 
minds of specifiers and buyers about 
grades. Our board set up a grade sim- 
plification committee and is making 
progress. It is a difficult problem be- 
cause we must get agreement on the 
part of all regional associations. 

After we settle the matter on 
grades, we can move into the question 
of sizes. 

Jenkins: The grade simplification 
and standardization will be relatively 
simple compared to size problems. 

The retailer is only one user of lum- 
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ber. Many mills export to Australia and 
all over the world. What we do in 
one spot has an effect in another spot. 
That all has to be correlated. 

We just completed a new edition of 
the Douglas fir use book at great ex- 
pense. It is in every archiiect’s and 
engineer’s office throughout the world. 
When you start changing sizes, you 
must revise all engineering data. The 
size problem is a real humdinger. 

Temple: Our product, lumber, can 
be sent to the market in any size, 
grade, color, form or fashion. The 
beauty of our product is its flexibility. 
We can do whatever we decide is 
worthwhile. The big problem is to de- 
termine what the market really wants 
—and that isn’t always what it says it 
wants. What it really will spend its 
money for isn’t always what comes 
out of conferences and meetings. 

If any group of purchasers can 
show us the opportunity for a market 
to justify changes, the lumber industry 
is going to make the changes. But to 
say that because somebody wants us 
to make an off-brand thing which 
doesn’t fit in with a much bigger mar- 
ket, obviously we cannot do it. 

Our production problems aren't 
really so complicated. It’s a question 
of whether there is a real demand. 

Hood: Grade changes in pine are 
not so simple. In ponderosa and sugar 
pine, for example, we have shop 
grades where we need various thick- 
nesses. You have to work this out 
sometimes by re-sawing. Western Pine 
will try to work out needed grade or 
size changes, but our end of the indus- 
try is complicated with various species 
and end uses. 


UNIT PACKAGES 
AND PURCHASING 


Q. Why hasn’t there been more 
progress in unitized package lumber 
shipments? 

Temple: I attended the last NRLDA 
Exposition and this subject came up. 
Our mill is asked to package lumber 
by maybe 60% of our customers. But 
you know what they call a package? 
They want two pieces of this and five 
pieces of that, etc. They want a cus- 
tom package. How can that fit into 
production? 

If lumber buyers will order a solid 
package of one size—if they would 
start buying like dealers instead of like 
contractors with grocery store orders 
—then we can do a more intelligent 
job and, incidentally, reduce costs. 

If dealers want to receive lumber 
just like it is sold on the job—a few 
pieces of this and that—they are elim- 
inating themselves as service institu- 
tions and they become order-takers. 

If the retail industry can demon- 
strate there is a real demand for any 
package, I think the industry will fur- 
nish it—quick. 

Jenkins: On the west coast, a mill 
may produce 100 million feet of lum- 
ber. It ships to every state. One yard 
will buy only two cars of lumber a 
year, out of say 5,000 cars for the 
year. If you start putting the orders in 


find the better way with WOOD 


SAMPLE ADVERTISEMENT in the National Wood Promotion program which appeared 


in architectural magazines. 


packages to suit the yard which gets 
only two of those 5,000 cars you can 
see the problem. 

And often the two-car yard wants 
everything from a broom handle to a 
4x4. How can you package that? We 
have cars go out that have as many as 
40-50 items in them. 

Hood: We will package when re- 
quested. We started getting requests 
for a unit. Then a yard wanted more 
of a mixture and it meant two or three 
different items in one package, each 
banded separately. That begins to 
shoot costs out of line. 

In pine we have mixed cars con- 
stantly. That’s the trend. Yards don’t 
stock like they did years ago. That 
hinders unitized package progress. 

Jenkins: The mills in the intercoastal 
business who ship by water have been 
packaging for years. Everybody is hap- 
py with it. But it’s a volume thing. 


PRECUTTING AND SERVICES 
BY THE MILLS 


Q. We have noted an increase in 
precutting by certain wholesalers for 
dealers. We had a story on a Eugene, 
Ore., firm which is building a good 
business by precutting, including angie 
cuts, for truss and panel members and 
shipping these unitized to dealers. Will 
the lumber mills perform this service 
for dealers? 

Jenkins: That is almost in the same 
category as packaging. If the demand 
reaches a point where it’s economical- 
ly justified for a producer to do that 
job, it will be done. I know of a dozen 
mills on the coast who have been pre- 
cutting for several years. 

Temple: We have done that sort of 
thing for years. We shipped oil well 
drilling rigs that way in 1929. In the 
Eugene case, that company has just 
filled an area that has been tradition- 
ally filled by the contractor. They took 
over a function that has been deserted 
by the builder. This is an expansion 
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of our function, which shows we are 
an alert industry. 

If you will get the buyer’s guides put 
out by the various lumber associa- 
tions, you'll see that mills presently will 
do most anything you name provided 
that you are willing to pay the reason- 
able cost of doing it. 

Big prefabricators, for example, 
never complain about the way they re- 
ceive lumber. They come to us and 
say: “Can you cut this? Will you fur- 
nish this?” And they back up the re- 
quest with orders. 

Of course, if the retailers don’t 
know what we can cut, then we 
haven't been getting our story across. 
We now do most of these things and 
people don’t know it. We haven’t done 
enough of this merchandising. 

Hood: Sometimes we are not able 
to deliver what the industry wants. 
Economics dictate if a west coast mill 
man is going to put a log into plywood 
or lumber. If he puts it into plywood, 
perhaps the market at the time de- 
mands more lumber. The biggest prob- 
lem we have at the mills is to level off 
peaks and valleys. The dealer is re- 
sponsible for those ups and downs as 
well as the manufacturer. 

I have often begged dealers to take 
lumber during November, December 
and January when we can give them 
what they want. 

The dealer says to himself, “There’s 
no point in my taking that lumber now 
when there’s a lot of lumber avail- 
able. I'll wait and I won’t have to car- 
ry that in my inventory.” 

He waits until spring. Then he and 
some 5,000 dealers come in and all 
want the same thing at the same time. 

In California, we have five species 
and we cut them all. You can’t always 
supply the one thing that is most at- 
tractive in the market at any one time. 
In the winter, when we can’t get into 
the woods, we have to deck our logs 
ahead of time. This can cause market 

(continued on page 66) 
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Specia Est 


IN ALL PHASES OF 


LUMBER COMPANY FINANCING 


Diversify your operation 
by 
establishing a subsidiary finance company 
to make construction loans. 


We offer a 
“PACKAGE DEAL"”’ 
for the builder 


We arrange 
operating details and 


financial credit 
and lumber dealer 


MILTON STRAUSS 


20th Floor David Stott Bldg. * Telephone: WO 1-3977 
Detroit 26, Michigan 
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Top Lumber Executives 


Answer Your Questions 
(begins on page 60) 





problems in the spring. You just have 
to sell the logs you get. 

Temple: Even though that’s true, we 
do make our industry sound too com- 
plicated. The dealer cannot care about 
our manufacturing problems. We of- 
ten start to talk about lumber prob- 
lems when all the dealers want is to 
buy lumber. 


PREFABRICATION 


Q. House and component prefabri- 
cation is growing today. What are the 
lumber mills and the NLMA doing in 
this field? 

Doyle: Gerald Prange, our director 
of technical services for NLMA, has 
news for you on component prefabri- 
cation. 

Prange: For years, building industry 
spokesmen have told us that we should 
develop some type of standardized 
building component. But such a com- 
ponent was never defined, even to the 
extent of setting a standard length for 
studs. 

So we have been working with Home 
Planners, Inc., Detroit, for about six 
months to develop a standardized in- 
dustry component system. 

The idea is to use standard lumber 
sizes, at least at the outset and to de- 
velop a component system based on a 
16” module, which gives the flexibility 
of conventional construction. 

By this I don’t mean 16” wide pan- 
els. The panels themselves would be 
4’, 6’, 8’ in width or possibly the en- 
tire wall of a house. The 16” module 
is just the dimension that limits the 
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placement of windows and _ doors. 
Most systems today limit this spacing 
to 48” or in some cases 24”. 

This system should be as suitable for 
the builder who erects two or three or 
four houses as it would be for the 
builder who builds 500 a year. 

Under this program, the lumber mill 
could manufacture the pieces to 
length. These pieces would then be 
fabricated at some intermediate point 
between the mill and the builder. This 
fabrication point could be the retail 
yard—or it could be the builder him- 
self. In some cases, it could be at dis- 
tribution warehouses of the mills. 

Home Planners, Inc. for many 
years has developed house plans. They 
are the plans which appear in shelter 
magazines and in the building pages 
of newspapers. These plans have been 
based on the 16” module, so as soon 
as we have our component systems 
developed there will be an existing 
supply of applicable house designs. 

We hope to have a manual by next 
September which will describe the en- 
tire component system, complete with 
illustrations. We’ll use it as a sales tool 
to introduce the component system to 
lumber manufacturers, prefabricators 
and builders. 

The retailer’s role could be as a 
component fabricator in this pro- 
gram. 

We hope to sponsor national adver- 
tising and promotion on the compo- 
nent system when it is ready. 

Jenkins: I represent the Cascade 
Fiber Co., which is composed of a 
number of small, independent mills. 
We intend to enter the component 
field. This new NLMA component 
program will help the small mills. 

Temple: We at the Southern Pine 
Lumber Co. are already in compo- 


MORE SALES AIDS FOR DEALERS will 
come from regional lumber manufactur- 
ing groups and individual manufactur- 
ers, according to mill spokesmen who 
were interviewed by this magazine. Cur- 
rent examples: at left is ad mat from 
West Coast Lumbermens Assn., available 
to building materials dealers; above are 
yard banners being used by dealers in 
nationwide ‘‘Parade of Plywood Prod- 
ucts’’ sponsored by Georgia-Pacific Corp. 
Merchandising aids for retailers will also 
be considered by the National Lumber 
Manufacturers Association this year. 
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nents. Through a subsidiary, we are go- 
ing directly into full-scale prefabrica- 
tion as a major effort. Our man Bill 
Johnson has been working with spe- 
cialists from other mills to help the 
NLMA technical people develop the 
new component system. Johnson was 
formerly with National Homes Corp. 
Prange: The component project is 
one of the activities of the NLMA 
special committee on technical stu- 
dies. We have the help of many tech- 
nical people from the larger mills. 
Doyle: As Arthur Temple says, 
many larger mills will get into pre- 
fabrication by themselves. The NLMA 
component program will be of special 
help to the small mills; they can sell 


their raw material to a central point. 

Temple: The cost of setting up a 
component or fully prefabricated plant 
is small compared to the everyday ex- 
penses in the lumber manufacturing 
field. The rub comes when these things 
have to be sold—that involves spe- 
cialized sales organizations and _ in- 
volves large scale financing. 

We, as mills, will build components 
and prefabricate because builders have 
neglected to do it, and because they 
—not we—are a backward industry. 
And I’m a builder, too. 

Historically, it’s been the job of 
builders to build components. We have 


(continued on page 70) 
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MILLWORK 
MOULDING 


Tarter, Webster « Johnson, Inc. 
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Key to exceptional G-P fir plywood quality: other G-P products. Manufacture of lumber, 





hardboard, paper and chemicals allows Georgia-Pacific to allocate only the best suited logs 
to its plywood mills. Balance of timber harvest is readily utilized in other G-P products. In 
this way the quality of veneers for Georgia-Pacific fir plywood is kept consistently high. 


fir plywood is not all alike: 


GEORGIA-PACIFIC EMPHASIZES “VITAL PLUS’ IN FIR PLYWOOD 


World's largest producer underlines difference between “just plywood” and the quality product. 


Too long, all fir plywood has been considered 
pretty much alike, because most of it is made 
to the same industry-wide standards. How- 
ever, these standards are minimums— quality 
‘‘floors.’’ Some plywoods are manufactured 
to those minimums, but Georgia-Pacific’s is 
manufactured consistently above. In today’s 
competitive market, it is imperative that both 
dealers and builders realize the wide differ- 
ences that exist among fir plywoods. Georgia- 
Pacific calls this difference the ‘‘vital plus.’’ 


Quality and service. The ‘‘vital plus” is a 
combination of a high quality, carefully-man- 
ufactured product and exceptional: service. 
Georgia-Pacific can provide both because it 
owns billions of feet of prime timber, pro- 
duces many products other than plywood and 
has complete sales and distribution facilities 
throughout the United States. 


Timber ownership insures quality. Georgia- 
Pacific's ownership of hundreds of thousands 


of acres of prime Douglas Fir contributes one 
“vital plus’ to G-P fir plywood quality. It al- 
lows G-P to select only the finest logs for its 
plywood mills. Veneer from such logs has 
straighter, finer grain, fewer knots and pitch 
pockets. Balance of timber harvest goes to 
other products where defects do not detract 
from the quality of the end product. 


Other products contribute to plywood 
quality. Oddly enough, the broad line of 
products manufactured by Georgia-Pacific— 
lumber, hardboard, pulp, paper and chemi- 
cals —does much to give G-P fir plywood its 
consistent quality. Besides allowing G-P to 
pick only its prime logs for plywood, it permits 
the use of only the best portion of each log. 
The balance is used for lumber or is ground 
up for hardboard, pulp, paper or chemicals. 
This flexibility of choice makes rigid quality 
control easier, keeps G-P plywood well above 
the minimum standard for any grade. 
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Machinery a ‘‘vital plus.”’ Georgia-Pacific 
constantly adds new machines to its 13 
giant plywood mills—machines that handle 
logs more gently, glue veneers more uni- 
formly, sand panels smoother and saw 
them true and square. The end product is 
a plywood of consistently-high quality. 


Superior service takes over. Extra service 
is part of the “vital plus’’ too. The broad line 
of G-P plywood products permits the custom 
service to dealers of mixed car shipments 
containing sheathing... sanded, overlaid 
and textured plywoods... hardwood and a 
complete line of imported plywoods. 


Fast delivery from local stocks. Another 
“vital plus’’...a nation-wide network of 65 
distribution centers, stocked with a com- 
plete selection of plywood—different widths, 
lengths, thicknesses, grades, glue lines, 
species...sanded and unsanded, scarfed, 
cut-to-size. A day’s notice sends an order 
on its way to immediate delivery. This, 
then, is the plywood with the ‘‘vital plus’’— 
fir plywood from 


GEORGIA-PACIFIC 


plywood « lumber « redwood « hardboard « pulp « paper * chemicals 


EQUITABLE BUILDING, PORTLAND 4, OREGON 


Advanced machinery gives ‘‘vital plus’’ to G-P fir ply- 
wood. One spectacular example: air tongs instead 
of traditional tongs are used to lift logs, preventing 
damage that would lower plywood veneer quality 
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Mixed car shipments: ‘‘vital plus’’ in G-P dealer service. The 
broad line of G-P plywood products allows shipment of mixed 
cars containing plywood sheathing sanded, overlaid and 
textured plywoods...even hardwood and imported plywoods. 


Fast delivery to dealers from broad stocks in local warehouses 
in 65 distribution centers across the U.S., Georgia-Pacific 
maintains a complete selection of fir piywood—different 
widths, lengths, thicknesses, grades, glue lines, species. 
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PICKERING 
‘GOLD MEDAL’ 
LUMBER 


Ponderosa Pine 
Sugar Pine 
White Fir 

Incense Cedar 


Yes Sir! Other dealers know from 
experience the fine quality, the sat- 
isfaction-giving value of Pickering 
“Gold Medal"’ lumber. 


You, too, will like Pickering ‘‘Gold 
Medal” its wonderful soft- 
texture, easy-sawing and nailing 
qualities, its good manufacture, sci- 
entific kiln drying, and dependable 
grades. 


Don't be satisfied with less than 
Pickering ‘‘Gold Medal"’ satisfaction. 


Why not put Pickering 
“Gold Medal"’ to the 
fest on your next re- 
quirements? 


PICKERING 


Lumber Corporation 
STANDARD, CALIFORNIA 
(Near Sonora, Calif.) 
Standard, Calif 
Tuolumne, Calif 
| a Sv Ar 3 
WA 8-4213 
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never been prefabricators. We have 
been growers of timber and convertors 
of timber into a usable commodity. 
Actually, we are going to go into com- 
ponents because the builders don’t 
have the gumption to do it! 


PREFINISHED LUMBER 


Q. There has been some progress in 
pre-priming and pre-finishing of lum- 
ber by mills. Will this continue to 
grow? 

Jenkins: Yes. The big problem for 
the whole industry has been improper 
finishing at the job site. 

On the other hand, there are prob- 
lems of prefinishing by the manufac- 
turer. For example, on siding the ends 
are sealed. But the carpenter or con- 
tractor must trim the ends on the job. 

Prange: The major portion of our 
paint performance problem is that in 
many cases not enough paint is ap- 
plied. This is one reason why FHA has 
certain thickness standards and why 
they check the final thickness of 
paint. One of the reasons why wood 
siding must sometimes be repainted in 
two or three years is because the de- 
sirable 5/1000th of an inch of paint 
has not been applied. 

The lumber producer’s answer is to 
get at least half of the needed paint 
thickness applied in the prime coat 
before it leaves the mill. 

Right now, we still have the prob- 
lem of nailing through the siding on 
the job. So we are developing new 
types of fasteners to apply siding with- 
out driving the nail through the sur- 
face of the paint. 

Doyle: I think we are very close to 
a breakthrough on that. 


* 


Q. What is the biggest news from 


mills for the retailer today? 

Temple: The big news is that we are 
changing from a_production-minded 
industry to a market-orientated indus- 
try. 

We are now thinking in terms of 
markets. We are telling our produc- 
tion people: “You don’t dominate our 
thinking any more; you make what we 
tell you the market will take. Market 
research will determine what we are 
going to do and then you go make it.” 

McHugh: The big news is that we 
have stopped taking our markets for 
granted. 

Doyle: We're now saying: “Let’s 
start thinking from the freight car 
down to the dealer.” We may be criti- 
cal of the dealer at times; but, believe 
me, we are severely critical of our- 
selves too. We are out to produce and 
promote a product which the dealer 
can sell. 


1960 Lumber Production 

The nation’s sawmills produced 34,- 
753,000,000 board feet of lumber during 
1960, six percent less than the 1959 
figure, but above the 1957 and 1958 
levels, according to National Lumber 
Manufacturers Assn. 

The 1960 production included 28,592,- 
000,000 board feet of softwood lumber 
and 6,161,000,000 board feet of hard- 
woods. Mill shipments of all lumber 
were three percent below output. Com- 
pared with 1959, shipments showed an 
eight percent decline. 

For the first time during 1960, both 
December shipments and new orders for 
softwood lumber exceeded the compara- 
tively low production volume. For hard- 
woods, however, shipments and incoming 
orders lagged behind output in December 
for the eighth consecutive month. 

Unfilled orders for all lumber on 
December 31, 1960, were equivalent to 
11% of gross stocks, compared with 
18% a year earlier. 





New Fiberglas Distributor 

ToLEepo—Kaiser Gypsum Co. 
has been named national distributor 
for Fiberglas screening on the Pacific 
Coast by the Owens-Corning Fiberglas 
Corp. 


Montana Secretary Dies 
HELENA—Robert J. Lawrence, 42, 
secretary-manager of the Montana 
Retail Lumberman’s Association, died 
here from apparent accidental carbon 
monoxide poisoning on February 13. 


Lewis Company Expands 

SEATTLE—The Palmer G. Lewis 
Co. of Seattle has purchased the in- 
ventory and equipment of Lumber 
Dealers Supply Co., Wenatchee. 
LDSC will continue in its present loca- 
tion under the Lewis name. 


DEPARTURE of this carload of dimension 
from Crown Zellerbach Corp.'s new 
sawmill at Columbia City, Ore. signaled 
entry of the pulp and paper firm into 
the wholesale lumber market. From the 
Northwest Lumber and Plywood Div. are, 
from left: R. V. Harkema, sales manager, 
John M. Fulton, general manager; and 
Walter E. Koch, Jr., resident manager. 
The mill has a daily capacity of 220,000 
bd. ft. 
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MEN /n the news 


¢ Everett Grossman has been named 
in charge of plant construction, in ad- 
dition to supervising production of 
pre-engineered houses, garages, vaca- 
tion cottages and office buildings for 
L. Grossman’s Sons, Quincy, Mass. 
Mike Grossman has been named vice- 
president in charge of merchandising 
and zone operations. 


H. H. Warnaca Andrew J. Watt 
¢ Harvey H. Warnaca has been pro- 
moted from insulation board sales 
manager to general sales manager of 
Simpson Timber Co., Seattle. He will 
be in charge of all Simpson’s nation- 
wide building products sales. 


¢ John W. Lundy, Williamsport, Pa., 
is the new president of the Middle At- 
lantic Lumbermen’s Assn. 


¢ Andrew J. Watt was named assist- 
ant to the president of Masonite 
Corp.. Chicago. He was formerly a 
U. S. Gypsum Co. vice president. 


* Robert S. Friedman, vice presi- 
dent, A. H. McGrew Lumber Co., is 
the new president of the Lumber 
Trade Association of Greater Chicago. 
Other officers include James M. Sned- 
den, of Lord & Bushnell Lumber Co., 
Ist vice president; James Gee, 2nd 
vice president and Joseph J. Fitzger- 
ald of Edw. Hines Lumber Co., treas- 
urer. 


¢ Melvin W. Searls has been ap- 
pointed to the newly-created post of 
merchandising director, and Thomas 
J. McDonald to sales director of the 
Building Products Division, Flintkote 
Co., New York. 


* Ivan E. Heimsoth, Riverton. Wyo., 
has been elected president of the 
Mountain States Lumber Dealers Assn. 
Bob Sears of Fort Collins and Wal- 
lace Rubick of Greeley were elected 
new directors. 


¢ Jack G. Gibson has been named 
director of field services for the Lum- 
her Dealers Research Council. He will 
establish plant layouts, production 
equipment requirements, erection and 
sales procedures for dealer members. 

been 


¢ Stanwood A. Murphy has 
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elected president of the Pacific Lum- 
ber Co., San Francisco. He succeeds 
his father, A. S. Murphy, now chair- 
man of the board. Also, Thomas B. 
Malarkey Jr. has been named assistant 
eastern sales manager for Pacific. 


* Woodrow L. Hodges has _ been 
named director of sales service for 
Certain-teed Products Corp.’s Institute 
for Essential Housing, with headquar- 
ters in Wayne, Pa. 


* W. Graham Schwartze has been 
appointed vice president in charge of 
sales of John W. Masury & Son, Inc. 


« W. W. Gamble, White Lake, Wis., 
was reelected to a fifth term as presi- 
dent of the Maple Flooring Manufac- 
turers Assn. 


* Roger Taylor has been appointed 
sales manager of the outdoor power 
tool division of Yuba Power Products, 
Inc., Cincinnati. 


* William Schmale, president of 
Norwood Sash & Door Manufacturing 
Co., is the first man ever to be re- 
elected president of the Ohio Assn. of 
Retail Lumber Dealers. He was picked 
for his second consecutive term last 
month by the association. 


* J. D. Foster, Roebuck Gin & Lum- 
ber Co., Roebuck, S. C., has been 
elected president of Carolina Lumber 
& Building Supply Assn. for 1961. R. 
N. Barringer, West Durham (N. C.) 
Lumber Co., is Ist vice president; W. 
E. Tillotson, Tillotson Lumber Co.. 
Hartsville, S. C., 2nd vice president; 
and V. E. Hollinshed, Cape Fear Sup- 
ply Co., Fayetteville, N. C., 3rd vice 
president. 


* Jack Thomas, manager of Dickason- 
Goodman Lumber Co., Tulsa, was 
installed as president of the Tulsa 
Lumbermen’s Assn. 


* Henry A. Denny has been elected 
vice president of Koppers Co., Inc., 
Pittsburgh. Chester E. Brown was also 


elected vice president and general 
manager of Tar Products Div. and 
John H. Redmond vice president and 
marketing manager for tar products. 


¢ Frank W. Brokamp was elected 
president to succeed the late Russel 
G. Dahlberg by Armstrong Paint & 
Varnish Works, Inc., Chicago. S. R. 
Todd succeeds Brokamp as executive 
vice president and Mrs. E. B. Dixon 
succeeds Todd as secretary. Frank 
Lorek, controller, was named treas- 
urer and a director. Jack Beasley, E. 
F. Walker, Eugene V. Mack and Leslie 
Moline were appointed vice presi- 
dents. 


* Maurie L. Kilmnick succeeds the 
resigned Joseph Pois as Signode Steel 
Strapping Co. treasurer and continues 
as assistant secretary of the Chicago 
firm. 





All Aluminum 
Self Storing Storm Door 


that opens the way to year round com- 
fortable and healthful living. Called the 
BAHAMA* because it is designed to 
insure pleasant “indoor climate” In all 
seasons of the year. It’s a storm door 
in Fall and Winter and a screen door In 
Spring and Summer. 


No storage problems « Easy to clean 

No rusting or rotting « No repainting 

No upkeep costs © Self closing 
e Completely weather stripped 


Most Durable Door on the Market 


A full one inch door in standard sizes 
ready for delivery. 
If you want the regular interchangable 
combination storm door ask for our 
ANTIGUA™*. It has all features 
of the Bahama* except that it 
gives full ventilation in summer 
by removing the glass and in- 
serting the screen panel. 
Sold only by factory auth- 
orized dealers. Write, wire 
or phone for details. Ask 
about our complete line 
of lineals for storm 
windows. 


*Trade Mark 


PRODUCT:<( 


SOUTHEASTERN 


Manufacture 
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Here's the one that \ 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 


WiLL NOT SHRINK 








it WORKS BETTER. 


STICKS AND STAYS pijy 
Ul 


Most dealers report? 
“Our sales of Dur- 
ham's Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What's more, 
Durham's Rock- 
Hard Water Putty 


best profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repe ats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham's Rock-Hard 
Water Putty p ae not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish, E asy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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Box 805-B 
: Des Moines, 
gives you by far the < lowa. 








“Extra Strength for 
Years of Service”’ 


“UNIVERSAL” 
GRAVITY PIVOT HINGES 


for Lavatory Doors 


(Above) 

New Type 4930 
For Flush- 

Top Marble 

or Slate 
Partitions 


leader in 
institution, 


Here’s your performance-proved 
lavatory door hinges for school, 
and public buildings. ‘“‘UNIVERSAL” Type 
4930 delivers extra strength and durability 
for years of door-swinging service. Beauti- 
fully modern in design, totally enclosed 
dustproof construction, with sag-proof ta- 
pered pintle, smooth-operating ball bearing 
rollers — hold doors in any desired posi- 
tion. Brackets designed for marble, slate, 
wood or metal partitions. In bright or dull 
chromium, or nickel finish. Ask for prices. 
For other MILWAUKEE Hardware see Sweet's 
Architectural 18e-Mi 


JALITY METAL PRODUCTS SINCE 1893 
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Builder Promotion Offers 


$5,000 for Dividend Home 


CuicaGo—Free sales aid kits are 
available for participating builders in 
a 1961 campaign to promote Vis- 
Queen film vapor barriers. 

Called the Dividend Home Pro- 
gram, potential home buyers can win 
$5,000 toward purchase of a house in 
the national contest. 

“Contractors gain a two-fold bene- 
fit from this merchandising plan,” a 
Visking Co. spokesman said. “They 
can sign up as co-sponsors through ads 
scheduled in building magazines 
throughout the year if they didn’t do 
so at the recent National Association 
of Home Builders show. Benefits are: 

“Increasing prospect traffic through 
model homes and achieving greater 
home sales. 

“Distinguishing themselves as qual- 
ity builders who put extra value, such 
as polyethylene film vapor barriers, in 
their homes.” 

A home seeker may obtain an en- 
try blank from any enrolled builder 
and explain in 50 words or less why 
he would like to have his new home 
protected with VisQueen film. There 


COMPLETE SALES AID kit for participat- 
ing builders is part of the Dividend Home 
promotion by Visking Co. Kit contains 
floor runners, pennants and swatches of 
VisQueen polyethylene film, literature 
describing the national contest and ad- 
vertising and promotional material. 


is nothing to buy. Contest ends Nov. 
For more information, write Special 
Products, Visking Co., Div. of Union 
Carbide Corp., 6733 West 65th St., 
Chicago 38. 





Butler Adds to Building Line 


Kansas City—A series of sales 
meetings extending through March is 
being used to announce sweeping 
building product line changes by But- 
ler Manufacturing Co. 

“In this product development phase 
of our operation,” said Wilbur B. Lar- 
kin, vice president-general manager of 
the Butler Buildings Div., “we are 
placing emphasis on improved qual- 
ity, broader adaptability and contin- 
ued economy. 

“For the first time, though, we have 
made a concentrated effort to estab- 
lish the pre-engineered metal building 
as an attractive showcase,” the official 
noted. “We believe this new goal has 
been accomplished through introduc- 
tion of a colorful design concept, 
which lends itself to architectural 


treatment and customer acceptance.” 

Both conventional roof pitch and 
low profile rigid frame building lines 
have been expanded and redesigned. 
The line is available in several design 
loadings to meet building code require- 
ments for every section of the coun- 
try. A 24’ bay length replaces the 
20’ one. 

Newly available are 24’ and 48’ 
Wedge Beam buildings. A modular 
wall system brings to three the total of 
curtain walls offered. This insulated 4’ 
wall panel unit was developed for one 
or two-story buildings. A Monopan] 
curtain wall in 1’ wide modules is al- 
so offered. Butler now guarantees its 
aluminum roofs for 20 years, includ- 
ing the plastic Lite-Panl 20. 








MEN in the news 











New Northeastern Officers 
Heading the Northeastern Retail 
Lumbermens Assn. for this year is 
William P. Beach, The Lampson 
Lumber Co. Inc., New Haven, Conn., 
president. Other officers: Edward J. 
Hoffman, Frontier Lumber Co. Inc., 
Buffalo, first vice president; Edward 
C. Doherty, Doherty Lumber Co., 
Roslindale, Mass., second vice presi- 
dent; Louis F. Kreyer, Dykes Lumber 
Co., New York City, third vice presi- 
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dent; William D. Hall, Wardwell Lum- 
ber Co., Bristol, R. I., fourth vice 
president and Russell L. Fish, The 
Welch Co., Scituate, Mass., treasurer. 


* Marvin Greenwood, vice president, 
has been named to the board of the 
Celotex Corp. 


¢ I. Gomberg has been appointed vice 
president-sales of Aluminum Indus- 
tries, Milwaukee. 


¢ J. M. Bettis, Irrigators Lumber Co., 
Caldwell, Idaho, was elected to the 
presidency of Western Retail Lumber- 
mens Assn. at its 58th annual conven- 
tion Feb. 11-13. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








HELP WANTED 








HELP WANTED 
LUMBER YARD MANAGER 

Must be thoroughly experienced in all phzses 
of the business and reliable. Age 30 to 40. 
Large Chicago Firm with Northwest Side 
location offers an unusual business opportu- 
nity to the man in the $10,000 bracket who 
can handle a yard doing approximately $1,- 
000,000. gross sales per year. Write us if you 
have qualifications. All correspondence will 
be kept in strict confidence. Address Box 
0-60 Building Materials Merchandiser. 





WANTED cow 
Manager for lumberyard in Central Illinois 
town of 500. Line yard. State minimum sal- 
ary and qualifications. Address Box 0-49 
Building Materials Merchandiser. 





WANTED 
Young, aggressive building supply manager 
for retail iumber — in growing Georgia 
town of 20,000. ust have character and 
morals above reproach. Good mixer, belong 
to and participate in church and community 
activities. Prefer one financially able to 
buy stock in business, but not a necessity. 
Fine gtr for right party. Address 
Box 0-50 Building Materials Merchandiser. 





MARKETING SPECIALIST 

Challenging ag ee | in Building Ma- 
terials Marketing for college graduate, ex- 

rienced in product marketing and _ sales. 

nowledge of Building materials distribution 
necessary. As staff liaison between marketing 
management and field sales, he will have 
responsibilities in the areas of market analy- 
sis, sales forecast, advertising and sales pro- 
motion and planning and development. 

This newly created sition offers excel- 
lent growth potential with Insulite, the oldest 
reputable manufacturer of products in this 
field. In addition, this position offers a broad 
hy ga of employee benefits, all company 
paid. 


Send detailed resume, including salary 
requirements to Don Lindert, Minnesota and 
Ontario Paper Company, 500 Investors Bldg., 
Minneapolis 2, Minn. 





Opening for man who desires to earn in ac- 
cordance with sales each month. Base salary 
in accordance with experience, plus bonus 
Experience we will consider—sales (walk in 
and contractor), buying, managerial, estima- 
ting, drafting, advertising, land development 
and component production. Must have basic 
knowledge of construction and remodeling. 
Unlimited earnings in most progressive City 
in Eastern Iowa. Independent retail-whole- 
sale yard. Moving expenses paid. Send re- 
sume in confidence with recent photo to Box 
0-48 Building Materials Merchandiser. 


BUSINESS FOR SALE 











For Sale—Several lumber yards in Iowa in 
good farm areas, priced low, with clean in- 
ventories, by old line yard osmapany: Address 
Box 0-47 Building Materials Merchandiser. 





FOR SALE—Texas lumber yard, including 
land, buildings, and equipment. Has en- 
joyed good business for many years. Selling 
to obtain funds for other businesses. Will 
require $80,000, a portion of which can be 
financed. Address Box 0-52 Building Ma- 
terials Merchandiser. 





Building Material Sales 

The Insulite Division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
(ages 25-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 
present positions may not offer sufficient 
challenge or opportunity for advancement. 

New men are paid on salary during an ini- 
tial training period and upon territory as- 
sigment are compensated on a salary plus 
bonus basis. In addition, these positions offer 
exceptional employee benefits paid for by the 
company. Car furnished. 

Write Don Lindert, Minnesota and Ontario 
Paper Co., 500 Investors Bldg., Mpls. 2, Minn 





Assistant Manager, or individual with strong 
sales background capable of developing as 
assitant manager, within Kanas area. Excel- 
lent opportunity for aggressive person. Send 
full details to Rock Island Lumber Company, 
302 South Emporia, Wichita 2, Kansas. 





SITUATIONS WANTED 











POSITION WANTED 
Sales or General manager for a group of re- 
tail yards, or manager of a large Building 
Materials Store, located in the South or 
Southwest. Have 25 years experience in 
building materials including sales promotion, 
advertising, manager, general manager, 
building, estimating, land development, cash 
& carry, retail sales, contractor sales and 
wholesale. Can give good references. Address 
Box P-22 Building Materials Merchandiser. 





Wholesale lumber plywood and building ma- 
terials salesman available at once. Excellent 
experience and references. Also retail ex- 
perience. Address Box P-24 Building Ma- 
terials Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











Manufacturers Representatives Wanted 
Manufacture or high quality and competitive 
line of cabinet hardware, drawer slides, and 
accessories desires representative for the fol- 
lowing areas: Arkansas, Alabama, Georgia, 
Louisiana, Mississippi, Texas, Tennessee, 
North Dakota, South Dakota, and Kansas. 
Only men who call on retail lumber yards, 
contract hardwares, kitchen cabinet manu- 
facturers, and store equipment manufac- 
turers, need apply. Send all details in first 
letter. Address Box P-23 Building Materials 
Merchandiser. 





SALES REPRESENTATIVE WANTED 
MANAGER-SALESMAN for new shell home 
division. Must have experience in all phases 
of shell home including sales and financing. 
State age, experience, references, present 
earnings, and will you relocate. We are in 
Northern Wisconsin. Reply: Box P-21 Build- 
ing Materials Merchandiser. 





BUSINESS FOR SALE 











FOR SALE—Lumber and Builder Supply 
Yard, well established, good reputation, in 
East Central Indiana. Over 1!3 acres, more 
than 31,000 sqr. feet under roof. Down town 
location on main street. Population over 
200,000 in area. Ideal for Cash & Carry oper- 
ation. Spur into yard available. Owner re- 
tiring. Address Box P-20 Building Materials 
Merchandiser. 
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FOR SALE 
Lumber yard in south central Wyoming 
Large ranch and oil field trade. Planer mill 
and feed warehouse on premises. $50,000 in- 
ventory. Yard has been in operation 40 years 
Address Box P-25 Building Materials Mer- 
chandiser. 





BUSINESS OPPORTUNITIES 











FOR SALE—Home building construction 
company which owns an addition with 94 
choice lots in a growing Texas city. Last 
year’s net income before taxes, over $40,000 
Sales price, $80,000. Financing for a part of 
purchase price available. Owner needs cash. 
Address Box 0-53 Building Materials Mer- 
chandiser 





DEALER SERVICES 








Write for information on Two Revised 
Courses for Beginners & Advanced Students 
—(1) Basic Drawing & Light @rame Con- 
struction; (2) Basic Lumber & Millwork 
Estimating. Emphasizes “taking off’’ material 
and labor quantities. Drawing instruments, 
forms, plans, tables and estimating rule furn- 
ished. Lessons submitted in weekly units, 
graded and returned with individual com- 


ment. 
PHINNEY O. LARSON 
TRAINING COURSES 

1596 Selby Ave. St. Paul 4, Minn. 





THE HOUSE DOCTOR (trademark reg.)— 
a complete home improvement merchandis- 
ing program—sells the home improvement 
market. Exclusive franchise one dealer to a 
given trade area. Consists of Mat service, 
Radio, Television, Decals, Store Banners, etc. 
etc. Office routine, departmental organiza- 
tion and complete operation explained in 
detail. No obligation . . Low cost. Accepted 
countrywide. BUILT-IN DEALER SALES 
CONTROL. 

“THE HOUSE DOCTOR” SERVICE 

Al Carr—Owner 

Box 670 

Ponca City, Oklahoma 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CoO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





Ponderosa Pine de Mexico 

Save $500.00 per car on Soft Textured C & 
Btr. K.D. /4 S4S P. P. Surfaced and 
graded to U.S. Standards. Shipped open 
account. Write American Rep., P. }: Box 88, 
Fort Worth, Texas. 





PRE HANG DOORS 
pat. pressure templet machine 
total investment approx $1,000 
WIN-DO N. W. Inc., N. 807 Helena 
Spokane, Wash. 





RAILS WANTED 











RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M. K. FRANK, 480 Lexington Ave., New 
York 17. 400 Park Bldg., Pittsburgh 22, Pa. 
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Get the Most of the Best 
Out of Every Sales Call 


ART HOOD, con- 
sultant to Building 
Materials Merchan- 
diser, has conduc- 
ted 97 management 
workshops for deal- 
ers and is director 
of the Building In- 
dustries Marketing 
Institute at Purdue 
University. His ar- 
ticles appear regu- 
larly in this maga- 


BY ART HOOD 


OMUATUATLANLAN OATH 


1. Get all the needed facts about the buyer before you 
make the call. The more you know about a prospective 
customer and his business, the greater your chances for 
success. 

This pre-call information should include all pertinent 
items such as: 

Ful, name of customer, accurately spelled. 
Financial resources and credit standing. 

Whether his business is predominately contractor or 
consumer trade. 

Does he advertise extensively? 

Does he sell consumer packages? 

What is his annual potential volume for your lines and 
products? 

What competitive brands does he sell? 

How many employes on his payroll? 

How many inside and outside sales people? 

His annual overall volume. 

His volume on your type of lines and products. 

2. Consider the competition you will encounter and the 
other resistances to buying from you, and plan the strategies 
and tactics you will use in overcoming them. 

3. Write out the specific things you want to accomplish 
on this call. 

4. Review your impression of the dealer’s need and 
the opportunities in handling your lines, and be prepared 
to tell him the details of his specific benefits in following 
your suggestions. 

5. Lay out the proofs you are going to use to back 
up the benefits you are promising to him. 

6. Prepare the tools, equipment, literature, samples, etc., 
that you are going to use on this sale. Select the visuals 
to go with your opening remarks. 

7. Plan the wording of your opening sentence. “You” 
is a good way to begin. Look around for something on 
which you can give your customer a sincere, pertinent 
compliment. 

8. Greet retail sales people, yard, delivery and office 
personnel. Plan to spend some time with each retail 
salesman and uncover his thinking and problems. Try 
to be of real help to him and his boss. 

9. Build confidence and enthusiasm by demonstrating 
for the retail salesman how to close an order for some- 
thing new in your line. 

10. Review in your mind the problems you see that 
need handling, and organize mentally how you will handle 
them. 

11. Analyze what the dealer has done with your line 
since your last call, including such items as: 

His follow-through on sales activities you previously 


(Written especially for Building Materials Merchandiser) 


In a series of workshops for manufacturers’ and wholesalers’ 
sales representatives, a continuing discussion was held on the 
subject of ‘‘How to Plan a Perfect Sales Call.'’ This is the final 


zine. checklist distilled from these sessions. 


suggested and the results. 

Did advertising and promotion proceed on schedule 
you set up? 

Were window and spot displays put into effect as 
agreed? 

Were sales meeting conducted as planned? 

12. Determine the amount and condition of the 
dealer’s inventory of your products. 

13. Forecast the company’s sales and stock requirements 
for the next turnover period. 

14. Write up the suggested order for the dealer to 
sign. Don’t forget new items, grades, sizes, etc. Be pre- 
pared to justify every purchase you have proposed. 

15. Be sincerely interested in the dealer’s profit, and 
prove it by trying to lead the conversation to the point 
where the dealer will ask for the kind of help you can 
give and from which he will profit. 

16. Plan advertising with and for the dealer. Give 
him display ideas and suggestions. Schedule window, 
counter and spot displays and make certain they will be 
set up. 

17. Check advertising department to be sure it has 
been supplied with and is using all necessary material. 

18. Are all of your sales helps being used, and do they 
have plenty of product literature? 

19. Plan use of any special promotion plans with deal- 
ers and make certain that campaigns will be carried out. 

29. Check promotional and directional signs, window, 
counter and floor displays. 

21. Hold sales meeting with dealer employes. Include 
contractors if advisable. 

22. Show the dealer and his men how to get the most 
out of the helps we provide. 

23. Check their requirements in service. Supply up-to- 
date price and product information. 

24. Check back on their activity calendar to be sure 
that everything is going on schedule. 

25. Watch credit angles and age of this dealer’s account 
with you. 

26. Know when your national advertising will appear 
and, if possible, show advance proof of ads. 

27. Check to see that the dealer’s catalog and data 
sheets are up-to-date. Write up suggested order for the 
buyer’s okay. Make it easy for him to say “yes”. 

28. Ask for the order four times or more if necessary. 
Use different closing methods such as: a suggested order, 
a summary of benefits, alternate choices, or agreement 
on post-order action. 
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29. Build up the order to round out your full line. 

30. Arrange to switch long and short items among 
your customers. 

31. Call on your customer’s customers with one of his 
men when practical. 

32. Sell your company enthusiastically, particularly the 
things you have to offer that no pete Mg can duplicate. 

33. Explain delivery conditions and any problems con- 
nected with service. 

34. Take time to cultivate friendship of lesser personnel. 
Instruct new employes. 

35. Suggest new uses for items in your line. Don't 
forget any special buys you have to offer. The dealer 
is always looking for bargains. 

36. Help out on the biggest pending customer order 
for your products. 

37. Check and report all complaints promptly. Make 
sure that you talk to each and everyone who will parti- 
cipate in the decision to buy today. 

38. Turn over all leads and prospects you may have 
for the dealer and make certain they will be followed. 

39. Leave a practical selling suggestion, giving the 
dealer a step-by-step procedure for getting the most out 
of your lines between your calls. 

40. Feed the dealer merchandising, promotional, ad- 
vertising and selling ideas, display and traffic building 
ideas, training ideas and, above all, ideas that will promote 
vgs! a profitable items in your lines. 

Smell out and try to block any new competition. 
Check to see that you have answered every objection 
and that you have proved every selling point that you 
have made. 

42. Render a specific service above and beyond the 
normal routine. 

43. If any 


basis for sincerely doing so, praise the 


dealer and employes for what they have done in merchan- 
dising your lines and products. 

44. Ask yourself “have I done and said everything | 
can to move our lines and products across the last three 
feet into consumption?” 

45. Make certain that you have done something before 
you leave that will help him increase his business. 

46. In departing, ask the dealer “Is there anything 
that you can suggest that will improve my own or my 
company’s service to you?” 

47. It might be well to ask the dealer for some help 
that he can give you without putting himself out unduly. 
People are always especially interested in those that they 
have helped. 

Try to leave the dealer with the feeling that he is 
one of your favorite customers. 

49. With his order in your pocket, say 
and leave promptly. 

50. Before starting your car, after you have left, note 
anything you should do today or between calls to get 
better results with this account and note the things you 
have learned on this call that you can use with another 
account. 


“Thank you” 


Perfection is of course never quite attainable—but it is 
always a worthy goal. 

No single call will ever embody each and every item 
in the above list, but the salesman who thinks through 
each call ahead of time in the light of the considerations 
on this list will increase his sales volume and earnings 
importantly. 

Finally, retail salesmen, too, will find some thought- 
provoking ideas here in planning their own calls on con- 
tractors and consumers. 


ART HOOD 








DEATHS 
Hoo-Hoo Rameses 45 Arthur H. 


ADVERTISERS’ INDEX 


e Versatile 





Geiger, 48505, manufacturers’ repre- 


sentative, Tacoma, Wash. 


TOP PROMOTERS—Nick Martin (left), 
president, and Bob Heim (right), sales 
manager of Dealers Wholesale Supply, 
Inc., Detroit, receive an American Hard- 
board Assn. ‘Certificate of Achievement” 
award from Harold Hall (center), district 
manager, Abitibi Corp., in recognition 
of the outstanding effort put forth by 
Dealers Wholesale Supply, Inc., in con- 
junction with the American Hardboard 
Assn's PLUS VALUES program. 


American Hardboard Assn. 
Armstrong Cork Co. 
Atkins Saw Div., Borg-Warner Corp 


Beverly Mfg. Co. es 
Bridgeport Hdwe. Mfg. Corp., The . 
Brooks-Scanlon ae ae 
Brown & Co., George C 


Chevrolet Div. of General Motors . 


Desmond Brothers 

DeWalt, Inc., Sub. of Black & Decker 
Douglas Fir Plywood Assn. 

Durham Co., Donald ... 


Flintkote Co., The 
Ford Div. of Ford Motor Co 


Georgia-Pacific 


Habitant Fence, Inc. . 
Hager & Sons Hinge Mfg. Co., C 
Homasote Company 


Mack Trucks, Inc 

Mauk Lbr. Co., The C. A 
Mauk Seattle Lbr. Co. ... 
Milwaukee Stamping Co 
Molly Corporation .. 
Multiplex Display Fixture ‘Co 


Phifer Wire Products 
Pickering Lumber ntl 
Plass, Lillian 

Potlatch Forests, Inc. 
Pruden Products Company 


Sensenich Corporation ..... 
Southeastern Tool & Die Co 
Southern Pine Assn. 

Stauss, Milton 


Tarter, Webster & Johnson, Inc 
Virola Moulding Co. of America . 


Warp Brothers 
— Division, The Empire Varnish 


Welsh Plywood Corp jes 
West Coast Lumbermen’'s Assn. 
Wolfe Products, Inc. . 


Yuba Power Products, Inc 
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e Low-Cost 
e Matching 


Virola 


MOULDINGS 


Satin smooth hardwood 
moulding of blond 
virola, in 12 patterns 
and matching jambs. 
Excellent workability. 


Blond color permits 
staining, either light 
or dark, to match all 


hardwoods. 


Fast shipment on large 


or small orders. 


Send for free 
samples, today ! 


| rola ele meyin te 
COMPANY OF AMERICA 


210 EAST MONUMENT STREET 
BALTIMORE 2, MARYLAND 





Circle No. 75 on Handy Cover Card 








College boys report a new game that’s gaining fame these 
days. Three men go in a room and each one brings a bottle 
of vodka with him. They sit and drink for two hours and then 
one of them leaves. The other two have to guess who left. 


ok * * 


“I’m warning you. He’s a wolf. He’ll rip the dress right off 
your back.” - 
“So what? I’ll wear an old dress.’ 


* * * 


There’s only one trouble with life—you’re old too soon and 
smart too late. 

* 1 * 

All fairy stories don’t begin with “Once upon a time”. Some 
start with, “Dear, I’ll be a little late tonight because I have to 
work at the office.” 

ok * co 


A modern Cinderella, at midnight, turns into a motel. 


* * * 


Lumbermen deal in dimensions so may we talk sizes? The 
MAUK Lumber Co. is not a lumber colossus and neither is it 
a thing petite. The MAUK Lumber Co. is simply a secure and 
sensible source of purchase for all retail dealers. 

The reason? Right dimension. The MAUK Lumber Co. is a 
concern small enough to care about you and large enough to 
meet your every building need. We put the personal in whole- 
sale. Remember MAUK. 


oa ” * 
Simple Celia says that years ago a nice girl wouldn’t think 
of holding a man’s hand. Nowadays a nice girl has to. 


* * * 


The traveling salesman pulled up beside the farmhouse, 
hopped out of the car, leaped to the porch and rang the bell. 
A moment later a beautiful girl with soft blue eyes answered 
his ring. 

“Boy, I'll bet you’re the farmer’s daughter!” 
salesman. 

“No,” said the girl. “I’m his mistress.” 


* ¥ 


exclaimed the 


Do You Know Dep’t.: 
Do you know how to have the last word with a woman? 


Apologize. 

Do you know what a fur coat is? That thing that keeps a 
woman warm—and quiet. 

Do you what every lovely lady really wants? A two by four 
from MAUK. 


MAUK Seattle Lumber Co. 


Seattle, Washington 
x * * 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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New Literature 


Time-Saving Card—See Back Cover 


_ Formica Flakeboard. A new colorful folder describes proper- 
ties and applications of three-layer Formica Flakeboard. Board 
characteristics, for top-quality fabrication, are shown. Its end- 
use versatility as underlayment for decorative plastic laminates, 
furniture corestock and interior carpentry is detailed. The 
folder also features 33 Flakeboard sizes available at a single 
square-foot price. For a copy, write to Formica Corp., Dept. 
BMM, 4614 Spring Grove Ave., Cincinnati. 

Circle No. 221 on Handy Cover Card 


_ Home Decorating Ideas. A collection of home decorating 
ideas from 10 different areas of the world are included in a 
new 12-page, four-color booklet entitled “Around the World 
in Color Schemes.” The booklet calls homemakers’ attention 
to the decorating possibilities of Armstrong’s Futuresq and 
Futuresq Supreme Corlon lines. Armstrong Cork Co., Dept. 
BMM, Lancaster, Pa. 
Circle No. 222 on Handy Cover Card 


Larch Plywood. A new booklet describes DFPA-tested 
Larch-Ply. It gives the qualities of Larch-Ply, shows uses for it 
and contains complete specifications and comparisons with 
Douglas fir. For a copy, write to Vancouver Plywood Co., 
Dept. BMM, P. O. Box 720, Vancouver, Wash. 

Circle No. 223 on Handy Cover Card 


“R” Factor in Insulation. A new 12-page manual gives 
complete, clear explanations of the “R” Factor in Insulation 
and of the “All Weather Comfort Standard” as recently adopted 
by national electrical and insulation associations. It shows 
how various insulation products should be specified and 
installed for maximum benefit. It also includes cost estimating 
data for heating homes insulated with Gold Bond mineral 
wool products. Write for Form 4015, National Gypsum Co., 
Dept. BMM, Buffalo 2, N. Y. 

Circle No. 224 on Handy Cover Card 


Weyerhaeuser Versabord. A new four-page brochure de- 
scribes and illustrates the versatility of Weyerhaeuser Versa- 
bord for use as underlayment in floors and counter-tops and 
as cabinet parts, shelving, closet doors and wall paneling. For 
a free copy and a sample, write to Weyerhaeuser Co., Silvatek 
Div., Dept. BMM, Box E, Tacoma, Wash. 

Circle No. 225 on Handy Cover Card 


Rust Stopping Tips. A new how-to booklet, entitled “101 
Rust Stopping Tips,” is especially planned for use by home- 
owners. It tells how to protect gutters and downspouts, how to 
stop rust on a bicycle, what rust is and how it is caused. For 
free copies of the 36-page booklet, write to Rust-Oleum Corp., 
Dept. BMM, 2799 Oakton St., Evanston, Ill. 

Circle No. 226 on Handy Cover Card 


K&M Product Roundup. A new four-page folder describes 
K&M’s full line of asbestos-cement building materials. Colorful 
drawings depict some of the many uses for K&M products in 
residential, industrial and commercial construction. For a 
copy of the folder, write to Keasbey & Mattison Co., Dept. 
BMM, Ambler, Pa. 

Circle No. 227 on Handy Cover Card 


WPA Grade Book. The 1961 edition of “Western Pine 
Standard Grading Rules” now is available. It integrates new 
framing lumber grades and grade names adopted a year ago 
by the association’s grading committee. Cost of the new 244- 
page book is 50¢. Write to Western Pine Association, Dept. 
BMM, 510 Yeon Bldg., Portland 4, Ore. 

Circle No. 228 on Handy Cover Card 


Tile Color Charts. The “1961 Asphalt Tile Color Compari- 
son Chart” and a similar one for vinyl asbestos tile show the 
various tile. patterns available from each of nine manufac- 
turers. Only single copies are sent upon request. For a copy 
of either chart or both of them, without charge, write to the 
Asphalt and Vinyl Asbestos Tile Institute, Dept. BMM, 101 
Park Ave., New York 17. 

Circle No. 229 on Handy Cover Card 
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HOMASOTE BOARD-AND-BATTEN 


saves the builder $220 or more on every 


Build your sales— 
widen your market— 


WITH 


HOMASOTE 
PRODUCTS 


You can sell Homasote Products to every builder—no matter 
what the size of his operation. You can do this because at every 
step you show him how he can both give better values and cut 
his costs. Moreover, each time he cuts his costs, more people 
are able to buy their own homes. 


To build your sales more rapidly —to builders and home owners 
alike—pinpoint your sales efforts by concentrating on one 
Homasote Product or Application per month—as all Homasote 
representatives are now doing. You will be supported by con- 
sistent advertising in House & Garden, House Beautiful, Living 
for Young Homemakers, Popular Mechanics and Maclean’s 
Magazine. For March and April the products advertised are 
Board-and-Batten Exteriors and Dry-Wall Construction. 


And now—tailor-made for the Building Materials Dealer—we 
offer a wholly new, graphic and vivid advertising medium. What 
you see pictured at left is a 3-color Nutshell Card measuring 
3” x 6”. This is now a fully tested sales builder. Display Nutshell 
Cards on your counter! Mail them out with your statements! 
The traceable results will surprise you. Contact your wholesaler 
or your Homasote representative or write us direct — Dept. C-6. 
















FOR EXAMPLE: 


1,056 sq. ft. of exterior walls 





eR 


UVING 


SLEEPING 
2. 
+ PORCH - _ 


- —- - = | « 


TO WIDEN YOUR MARKET...get the full facts about Vacation and 
Small Homes, Farm and Utility Buildings constructed by the new 
Versitruss-Panel System. Also — ask about Homasote’s Vacation and 
Small Home Financing Plan. 


As always —Homasote sells the Building Field 
solely through the Building Materials Dealer 


HOMASOTE 


COMPANY 


TRENTON 3, NEW JERSEY 
Homasote of Canada, Ltd. © 224 Merton Street © Toronto 7, Ontario 
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79 280 281 282 283 284 285 286 287 288 289 290 291 
92 293 294 295 296 297 298 299 300 301 302 303 304 
05 306 307 308 309 310 311 312 313 314 315 316 317 
18 319 320 321 322 323 324 325 326 327 328 329 330 


Name 

Company 

Address 

City ___ State 


Wholesaler 


his card good until June 15, 1961 
dvertised Products March 13, 196) 


* $$ 6 * 8 12. (13 
wy 1 7 21 22 25 26 
30 31 32 33 34 35 38 39 
43 44 45 46 47 48 51 52 
56 57 58 59 60 61 64 65 
69 70 71 72 73 74 77 78 
82 83 84 85 86 87 88 89 .90 91 
95 96 97 98 99 100 10% 102 103 104 


ew Products, Sales Aids, Equipment, 
d Literature 


202 203 204 205 206 207 208 209 210 211 212 213 
215 216 217 218 219 220 221 222 223 224 225 226 
228 229 230 231 232 233 234 235 236 237 238 239 
241 242 243 244 245 246 247 248 249 250 251 252 
254 255 256 257 258 259 260 261 262 263 264 265 
6 267 268 269 270 271 272 273 274 275 276 277 278 
9 280 281 282 283 284 285 286 287 288 289 290 291 
293 294 295 296 297 298 299 300 301 302 303 304 
5 306 307 308 309 310 311 312 313 314 315 316 317 
8 319 320 321 322 323 324 325 326 327 328 329 330 


Name 
Company 
Address 


City State 


Dealer Wholesaler 
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Material Covers 


Table Covers 


Machine Covers 








HUNDREDS OF OTHER USES: Pond Liners, Ditch Liners, Seed & Fertilizer Covers, 
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DEALERS GET PROMPT DELIVERY ON GENUINE COVERALL FRO 


Another Top Quality 
Plastic Product Made 
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last 


Warp’s polyethylene was o_o 
tested and«used. for Silo 

before any other brands were ever 
put on the market. 
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"ROUND 
SELLER 


50% Mark Up 
| GAUGE AND WIDTH FOR EVERY JOB 


EAR Beth, width ba a 


5C3 t¥CSB 1% 3 Ft. |No Fold 
“TYACMB 1% 
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| ACI4B 
4C16B 
“4C20B 
~ AC24B 
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6CIOB 

“6C12B 
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“6Cl6B 6 | 16Ft.| 48 in. 

“6C20B ~T 20 Ft.) 60 in. 

6C248 6 «| «24 Ft.) 72 in. 

_ 6C288 6 ~ 28 Ft.| 84 in. 
32 Ft.| 96 in. 

BCI 12 Ft.| 36 in. 

~ BCS. «8 | 16Ft| 48 in 


20 ec20B 8 | 20 Ft.) 60 in. 


24 8C24B 8 | 24 Ft.) 72 in. 


OVERALL is also pre-cut in a wide range of sizes «ind indi- 
pang boxed. For complete prices, samples ond bods infor- | 
5 »©! 51. ; 


| FROM RELIABLE WHOLESALERS 


